Now, truer than ever... 


No. 2023 Hand tool kit 
No. 2025 Power tool kit 
No. 2014 Combination kit 


And it will be equally true that no lock sells faster than a 
Dexter when builders see how much time Dexter's new 
Dexbore installation kit saves them. The kit's specially de- 
signed tools — including the new work-saving, time-saving 
hand crank that’s as easy to use in boring cross holes as a 
power drill—save precious minutes on every type of Dexter 
Lock installed. Whether you loan or sell installation kits to 
your customers — you'll certainly sell more locks by showing 
them the time-saving advantages of the Dexbore kit and 
demonstrating why it’s truer than ever that no lock installs 
faster than a Dexter. 


DEXTER t1OCH DIVISION 


Dexter Industries, Inc. e Grand Rapids, Michigan 


in Canada: Dexter Lock Canade Ltd., Galt, Ontario @ In Mexico: Dexter Locks, Plata Elegante, 
S.A. De D.V. Monterrey. Dexter Locks are also manufactured in Sydney, Australia; Milan, 
Htaly and Porto, Portugal. 
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Bit guide clamps on door in seconds, locates 
cross holes for 234” or 5” backset, guarantees 
perfect hole alignment. Chip cutter eliminates 
splitting on breakthrough. Threads on bit engage 
bit guide for positive lead of bit through door. 


Bit guide remains in same position for drilling 
edge hole and guiding bit in making perfectly 
aligned hole. Kit has hand or power bits. ¢ 





a 


Faceplate marker fits in edge hole and with tap 
of hammer quickly outlines mortise for faceplate 
and strike. This accurate mortise mark eliminates 
chance of errors. 





With holes bored and mortise made, latch fits 
easily into place. And this standard Dexter boring 
accommodates every type of Dexter lock. 


Outside trim slips on easily, pre-assembled tie 
screws are quickly tightened, rose and knob snap 
into place — and the lock is completely installed. 





Hardware Dealers Across The Country 


HIGH COMPRESSION STAPLE GUN 


with built-in staple extractor and exclusive push-button loading 


Already a proved sales success! Don’t 
delay. Swingline offers you immedi- 
ate delivery for immediate profits. 
The new rugged, heavy gauge steel 
Swingline 101 Staple Gun is compact, 
powerful and capable! It delivers as 
much driving power as machines 
twice its size and weight. Takes two 
staple sizes: 4/16” and 5/16”... per- 
forms hundreds of tacking jobs in- 


Profit with 
all 

these 
SWINGLINE 
leaders: 


Swingline No. 200 
Compression Tacker. 
Takes 3 staple sizes 
up to 5/16”. 

Retail price $10.50 


cluding insulating, carpentry and 
upholstering...even has a lock to hold 
it securely closed. Gun positively will 
not jam...Swingline patented open- 
channel allows split-second loading. 
Here’s the hardware item all your 
customers want at this sensationally 
low price. ORDER NOW! IMMEDI- 
ATE DELIVERY ON ALL QUANTI- 
TIES, 3 COLORS. 


New! automatic 
STAPLE DISPENSER 


Stand this new dispenser box on the 
counter near the cash register... or 
hang it on a wall. Remember! The 
sensational business a 
you build with 

SWINGLINE's 101 

enables you to 

automatically 

build a 


fabulous repeat 
business in 


Swingline No. 900 
Super Drive Stapling 
Gun. Takes 6 staple 
sizes up to 9/16”. 


—— Retail price $12.50 
* 


in LONG ISLAND CITY 1, NEW YORK 


World’s Largest Manufacturer of Staplers for Home and Office 
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IMPROVED SURFACE AT LOWER COST 


FROM THE CHEMISTRY OF SYNTHETIC RESIN BINDERS 























GCGramite \ROaral UNDERLAYMENT 


Granite Board is news! It's an improved underlayment 
for floor coverings. With a smooth, micro-sanded 
surface free from knots, patches and grain defects. 
And at a low, low price! 

Granite Board is made from resin-bonded Eastern 
White Pine. It is exceptionally uniform, dimensionally 
stable. Eliminates ‘‘show through"’ irregularities and 
cracks in wood floors and sub-floors. Needs no filling 


or patching. Insulates. Reduces noise transmission. 
Resists indentations. Increases cushioning. 

Granite Board can be sawed, planed or routed. 
Nails firmly. Screws easily. Will not split. Uses include 
wall panels and partitions, as well as underlayment. 
Why not offer the advantages of Granite Board to 
your customers? Contact your nearest National 
office for full details. 


STRUCTURAL PRODUCTS DIVISION Nati , : : 
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STARCH PRODUCTS INC. 


750 Third Avenue, New York 17 
3641 So. Washtenaw Avenue, Chicago 32 
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made for each ather 


YOUR VAST MARKET 
NU-TREND’S NEW PRODUCT 


“SELF-INSTAL” .. FULL INCH 
EXTRUDED ALUMINUM LUXURY 
COMBINATION STORM DOOR. . 


Packed in individual . . . easy-to-carry Package 


Anybody... but anybody!...who 
has a doorway...a screwdriver 
...and ten minutes... can install 
NU-TREND’S DOOR at savings UP 
TO 33-1/3%. 

“SELF-INSTAL” is the combination door 
that...”Obsoletes” costly installation 
experts ... Guarantees complete weath- 


er protection forever... Features every 
expensive custom improvement. 


Instant insert Changing 

All accessories 

Vinyl Bottom Sweep 

Full length aluminum extruded hinge 
Re-enforced corners 


Completely weather stripped jamb 


While they last! {\aivable . . . Dramatic . . . Space- 
Saving “‘SELL-APPEAL’’ POINT-OF-SALE DISPLAY .. . 
Worth $10.00 will be shipped no charge . . . promptly 
upon receipt of your first order for ONLY SIX “’SELF- 


INSTAL” DOORS. 


Learn all about “SELF-INSTAL” Profits for you! Mail 
reply TODAY! We'll rush the whole story to you. 


GENTLEMEN: 


f 
O Have representative call 

‘ Send literature 

0 Reserve Display for us. ‘ 


NAME 


ADDRESS ALUMINUM PRODUCTS CORP. 


o_o aa 
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PERSONAL VIEWPOINT 





Dealers Are Taking Control of the Building Industry 


There’s no question about it. Lumber dealers in almost 
every section of the country are seizing the initiative in 
both home building and remodeling. 

These retailers are applying successfully the hard-headed 
management methods which lead to “DSC’”—Dealer Sales 
Control. 

For home building this means dealer-controlled land; 
dealer-controlled consiruction companies; dealer-controlled 
sales companies and dealer-controlled companies or di- 
visions fabricating components or complete “packaged” 
homes. 

Retailers already have a tremendous strength in home 
building. A dealer survey made in 1957 by American 
Lumberman and the National Retail Lumber Dealers As- 
sociation, shows that retailers now build over 175,000 
homes yearly for re-sale. 

By adapting Dealer Sales Control, we estimate that deal- 
ers could control 500,000 to 600,000 homes yearly with 
all materials sold at a full markup. 

For remodeling, DSC means true one-stop service for 
the customer. Dealers practicing DSC include sketches, 
adequate display of materials, coordination of all trades, 
financing and a final check to insure complete homeown- 
ers Satisfaction. 

When you employ DSC you sell direct to the consumer, 
or you promote a materials package to the contractor. 
You reduce price shopping for individual materials by con- 
tractors. Contractors come to you for construction work. 

It is significant that DSC is becoming especially strong 
in new construction, including tracts. This has always 
been true in many rural areas; now the dominance of 
the dealer in home building is spreading to city areas. 

We believe that this is a logical and vital evolution for 
the home building industry. The dealer, more than any 
other segment, has the superior management and mer- 
chandising skills; the financing abilities and sources; the 
permanent purchasing and sales staffs, physical plant and 
showroom to control his local building market. 

For the first few years af.er World War II, the flow of 
building materials from manufacturer to wholesaler to 
dealer was routine. Then, as we neared a “normal” market, 
the effective sales role of the dealer was questioned by 
many producers. 

American Lumberman’s decision to stay with the dealer 
was based not only on sentiment, but on a firm belief in 
the eventual marketing success of the retailer. This opinion 
never wavered as direct selling became widespread, as pre- 
fabers were courted by producers, as people talked very 
positively about lumber dealers in derogatory terms. 

Developing a slow-burn, we soon realized that when 
criticism was valid, it usually could be traced to a lack of 
constructive assistance for the dealer. This explains many 
of the new retailer services pioneered by American Lum- 
berman. Typical examples: 

Dealer Workshops to sharpen the management skills of 
retailers were begun by Art Hood after World War II. 
Presently 86 workshops have been sponsored by Ameri- 
can Lumberman and progressive lumber dealer associa- 
tions. Nearly 4,000 top retailers have attended and put 
into practice new ideas for profit. 

The ADservice mat program was begun in 1953, be- 
cause we found dealers needed a balanced set of mats 
for individual building materials and package selling. That 
such a service was needed can be seen from our records. 
Over 3,200 retailers are using our advertising mats. 

Home Maintenance and Improvement magazine was 
started in 1951 to give dealers their own exclusive maga- 


zine for direct mail. Nearly 10 million copies have now 
been sent out by dealers to their best prospects. 

Store design and layout is now handled by an architect 
and staff of professional draftsmen in our office. The 
program evolved from model stores planned and coor- 
dinated by American Lumberman at the 1955 and 1957 
NRLDA Building Products Expositions. Presently we 
are processing a showroom a week for retailers. 

For 86 years, American Lumberman has been published 
only for retailers. It is not a broad industry magazine read 
by builders, real estate people, architects and dealers. 
Nor do we also publish a magazine for builders, which 
might water down our features for dealers. We have no 
divided allegiance. 

Our DSC articles, starting in this issue, will show you 
how to increase profits on sales to builders. It will not 
encourage manipulation of the contractor to the point 
where his profits disappear. Both the dealer and builder 
are entitled to adequate profit for the essential services 
performed. What we're shooting for is a balanced rela- 
tionship. 

The dealer who aggressively controls the building mar- 
ket assures himself a normal profit and, at the same time, 
he helps correct the present disturbed distribution picture. 
Furthermore, everybody wins when a strong retailer con- 
trols his sales: 


¢ The consumer wins because he now buys his home at a 
one-stop building center, where land, design, materials and 
know-how are immediately available. Generally, too, the 
prospect will get higher quality materials. 


* The contractor wins because he now can concentrate on 
what he does best—construction. Many builders will frank- 
ly tell you that office detail, red tape and dickering are 
not for them. 


¢ The manufacturer wins because when the dealer con- 
trols the specifications he merchandises the new, improved 
product. Producers should realize that when dealers sell 
the contractor at a low profit, their enthusiasm for pro- 
moting home ownership scrapes the bottom. The dealer 
who has DSC pushes housing, promotes it throughout 
the community. When all dealers make a profit in home 
building the industry will have 250,000 plus salesmen on 
the payroll. 


As this series progresses, you will see that DSC applies 
to many markets—home building, remodeling, farm struc- 
tures. The symbol at the top of the page will tell you at 
a glance those articles which show the way toward more 
dealer sales control and profit. 

Because most dealers must retain home building for 
adequate volume, we are starting the DSC series on this 
topic. You're going to read the latest about dealers work- 
ing with land, financing, components and building—all in 
the direction of more sales control. 

We're beginning with an important sales tool—dealer- 
owned land; it may be a few lots or a subdivision. Aside 
from control of materials, land provides extra profit, a 
hedge against inflation and more control of the house de- 
signs in your community. 

This program has been discussed with many dealers 
across the country, who all agree that application of DSC 
will go a long way in curing the present squeeze on profits. 

Change is the order of the day. We see it as a planned, 
orderly change, guided by the principle of DSC. 

Gordon J. Lawler 
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On time on FIRESTONES | 


They cut costs on building supply deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! *FIRESTONE T.M. 


TRANSPORT* SUPER ALL TRACTION* 


LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES 


Enjoy the Voice of Firestone every Monday evening en ABC television y 


Copyright 1959, The Firestone Tire & Rubber Company BETTER RUBBER FROM START TO FINISH 
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American Lumberman, May 11, 1959 


THE 1959 HOUSING BILL has become a pawn in a power struggle between a southern 
Democrat—conservative Republican coalition and straight line Democrats 
plus the Administration. Passed by the Senate, the bill remains in the 
powerful House Rules Committee. Last week this committee by a tie vote 
indefinitely delayed sending the bill to the House floor for action. 


The Rules Committee could reconsider their action and send the bill to 
the House floor with precise instructions and amendments. Still another 
"out" is suspension of the rules by the House, which requires a two- 
thirds vote, highly unlikely. Washington insiders believe the Rules 
Committee will re-consider their action after considerable haggling and 


horse trading. 


Provisions of the bill are not being questioned. It is pretty well 
assured that the final version will now be close to the Senate bill, 
which is not too far away from the Administration recommendations. 
Probabi.y the biggest differences are in public housing and in the phi- 
losophy (rather than actual money involved at this point) on the approach 
to city renewal of slums and blighted areas. 


FHA MAY RATION insurance of home mortgages sometime during May. The cur- 
tailment, just as the spring building season is getting under way, could 
precipitate a decline in housing for later in the year anticipated by many 
in this industry. 


FHA officials say that the agency "would, in all likelihood, be forced 
into the position of taking cut-back or rationing measures." Plans call 
for the 73 FHA field offices to conduct their insuring operations on the 
basis of a day-to-day accounting to the Washington headquarters, which 
will ration the authority as it is available. 























Hugh Morris, our Washington correspondent, comments that this latest move 
by FHA finds Congress apathetic. Nevertheless, there is talk of a special 
action to give FHA a time rather than a dollar extension if the rationing 
puts the legislators on the spot with the public for having curtailed 

the program. 

AND NEGLIGENCE under the Capehart program has been charged by Sen. Byrd, 
after a tour of the nation's military bases. The General Accounting 
Office has agreed to investigate Byrd's indictment. 


Dealers who have information or experiences with Capehart programs in 
their areas are urged to contact the General Accounting Office or Sen. 
Byrd directly. 


WIDESPREAD PUBLICITY on the "Splitnik" model home to be erected at Moscow this 
summer has irritated nationally-organized building groups. The builder, 
Herbert Sadkin, belongs to the Community Developers Council, whose members 
pulled out of the Long Island Home Builders Institute, official NAHB 


affiliate. 


Arrangements for the model home were made by the Commerce Dept. without 
any coordination through the Housing & Home Finance Agency. HHFA 
officials are hopping mad, say they could have suggested a builder, 

a house design. 


Regardless of the controversy, it is generally agreed the model will 
create a sensation in Moscow. 

DRIVE-IN LOT SALES are being tried by the Charles Realty Co. on route 22, near 
Union, N. J. The gimmick is largely to promote the sale of Florida land 
sold by the firm. The drive-in has glass on three sides, permitting 
motorists to see murals, tract sites, etc. 
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Genuine Antique Birch 


Genuine American Walnut 


Everything prefinished...everything matches 


PlyWelsh Prefinished Molding is 
carefully matched to each 
panel finish, completely elimi- 
nating all on-the-job finishing. 





PlyWelsh Match Stains make it a 
simple matter to match built- 
ins and accessory woodwork to 
PlyWelsh Prefinished Panels. 


PlyWelsh Matching Putty Sticks hide 
all nail holes effectively be- 
cause they are matched at the 
factory to each panel finish. 


PlyWelsh Panel Stretchers can be 
used in combination with 
panels to give added height 
or to vary wall pattern. 


























The paneling 
with sales 
personality 


soa you'd call it sales appeal instead of per- 
sonality. But by any name, Bruce PlyWelsh 
Prefinished Paneling is a fast-moving, profitable 
item. Here’s why: the non-chipping finish developed 
by E. L. Bruce Co. outwears surface finishes three 
to one...is an exclusive sales feature. You can 
offer a selection of 10 different decorator tones and 
species in PlyWelsh Panels plus perfectly matched 
moldings, panel stretchers, putty sticks and stains. 
It’s the only complete paneling line... planned for 
easy, profitable sales. Get the facts today. Write 
Welsh Plywood or contact your distributor. 





“eons ‘The finish wont chip off! 
PLYWELSH 


Prefinished Hardwood Paneling 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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“EVERYTHING HINGES ON HAGER/.” 


_— 


C. Hager & Sons Hinge Mfg. Co. + St. Louis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 


Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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FEATURE QUALITY AT LESS COST 





tapered track 


plus full five year guarantee 


One nudge—and the Berry sectional is up and over. . . 
thanks to the tapered track with adjustable roller 
brackets. Here is the quality feature found only on 
much higher priced doors—and one that helps sell 
prospects. It means easy opening, easy closing— 
without friction or wear. And always a snug, tight fit. 
Pre-assembled track mounting brackets make installa- 
tion a cinch, too. 

Check the dozen other exclusives and know why Berry 
sells more residential garage doors than any other 
manufacturer. And remember—only Berry protects you 
with a full five year guarantee. One-piece or sectional 
models. Window lites and trim optional. See your 
distributor or write: Berry Door Corp., 2400 E. Lincoln, 
Birmingham, Michigan. In Canada: Berry Door Co., 
Ltd., Wingham, Ontario. 


) iv \<<>"" 
B CTT 


STEEL DOORS 
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“We have an 
Aluminum 
Supermarket’ 


7? 


in 48 square feet 


ALCOA MERCHANDISING CENTER 
ENDS DISPLAY PROBLEM, LETS 
CUSTOMERS SELL THEMSELVES 


In just 48 square feet of space, the new Alcoa Mer- 
chandising Center in the Morgensen Lumber Company, 
Oklahoma City, Okla., solves a once hopeless display 
problem, saves time on sales and builds new volume for 
aluminum building products. 


Mr. Dean Morgensen, partner in the firm, explains the 
value of the Aleca Merchandising Center this way: 


“Customers have to see the product today before 
they can be sold. Our experience shows this to be the 


“CONCENTRATING ALL PRODUCTS inonearea 
makes sales mushroom,"’ says Mr. Morgensen. “‘The buyer 
who comes in for one item discovers other building products 
of aluminum that he can use, such as clapboard siding—and 
he remembers where he can get these aluminum products.” 


best and easiest way to show our aluminum items. 
Now that people can actually ‘get the feel’ of prod- 
ucts, they sell themselves without even waiting for a 
salesman. 


“Almost every customer—builder, contractor or home- 
owner— who enters the store spends some time in the 
Alcoa Center. Besides creating immediate sales, we’re 
building interest that will pay off later on when spe- 
cific needs arise.” 


Alcoa will provide you with plans tailored to your space 
for building your own Alcoa Merchandising Center, sup- 
ply you with the nationally known Alcoa® Aluminum 
sign and a complete package of promotion aids. Use the 
coupon provided to get full information and persona! 
help in getting your center started. 


WHEN CUSTOMERS CAN SEE howaluminum prod- 
ucts, such as storm doors and windows will look installed and 
how they operate, the sale is as good as made—particularly 
when items carry the Alcoa label, America’s fastest growing 
symbol of aluminum value. 
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WHAT THE MERCHANDISING CENTER 
IS AND HOW IT WORKS FOR YOU 


The Alcoa Merchandising Center is a display space de- 
signed to consolidate all of the aluminum building 
products you sell. Alcoa gives you the plans, tailored to 
suit your showroom; you build the center and make it 
your headquarters for such items as storm doors and 
windows, prime windows, foil-surfaced insulation, alu- 
minum screens and screening, hardware, clapboard sid- 
ing, paint, nails and all the other products typical of the 
big swing to aluminum. Here’s the market-tested way to 
show and sell Care-free building products of aluminum. 


FOR ALL THE FACTS 


on the Alcoa Merchandising Center, tailor-made to help 
you build profits on the big move to aluminum building 
products, fill in this coupon and mail it today! 








WE CHOSE 


For Exciting Drama 
Watch “Alcoa Theatre,”’ 
Alternate Mondays, 
NBC-TV and 

“Alcoa Presents,” 

Every Tuesday, ABC-TV 


Aluminum Company of America 
1884-E Alcoa Building 
Pittsburgh 19, Pennsylvania 


Please send me the facts about an Alcoa Merchandising 
Center to show and sell aluminum building products. 


Name 


Address 
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Over new walls or old... 
Marlite goes up fast with ordinary carpenter tools 


Installations are quick and simple with Marlite 
paneling. Since Marlite is cut and fitted like wood, 
any handyman can do an expert job in his kitchen, 
bath—any room. Moreover, beautiful Marlite needs 
no painting or refinishing. The baked melamine 
plastic finish cleans with a damp cloth; stays like 
new for years. 


Tell these 
features and 
you'll sell Marlite 


Resists Alcohol 
and Fruit Juices 


Resists Crayon Marks 
and Ink Stains 


Sell Marlite’s ease of installation plus all the other 
customer benefits—and you'll build Marlite vol- 
ume. Remember, Marlite is one of your top profit 
items, both in percentage and total profit per sale. 
Call your Marlite wholesaler now—or write Marlite 
Division of Masonite Corporation, Dept. 541, 

Dover, Ohio. 


® 
Marlite plastic-finished paneling *s=3* 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Repeated by 
dealer demand! 


Special Low Price 
for limited time only 
on Pittsburgh 


® 
v= r 


America’s finest house paint 





burgh Paint dealers everywhere are ringing 

up additional sales and profits with Sun- 

Proor House Paint. Last year’s special pro- 

motion proved so successful dealers asked to 

have it repeated this year. This special offer is 
in effect during the month of May. 


@ If you want to cash in on this opportunity to 
increase your paint business get in touch with 
your nearest Pittsburgh Plate Glass Company 
branch or mail this coupon today! 


Pittsburgh Plate Glass Company, 
HE GARRY MOORE SHOW will feature ¢ 
pce gpd a ' om Oie_snowet Paint Division, Dept. AL-59, Pittsburgh 22, Pa. 


SUN-PROOF offer during May on 177 CBS-TV and 
affiliated stations, Tuesday evenings 10-11 p.m. E.D.T. Gentlemen: I am interested in further details about 
the special SUN-PRooF promotion. 


PITTSBURGH PAINTS ce 


2) PAINTS GLASS + CHEMICALS * BRUSHES « PLASTICS « men ouass | 


1N CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Long-Bell Kitchen Cabinets are available in units to fit 
any kitchen (in 3” modules) . . . Ready to install or knocked down. 


Natural, Beoaly 


with Super Satin Surface Kitchen Cabinets 


Long-Bell kitchens help enhance 
your reputation and your profits 





This pleasant kitchen is your 
“working” salesman long IMPORTANT NEWS! The new “Super Micro- 


after the sale is made. seal” process is now applied to all Long- 

The mellow color of Bell Kitchen Cabinets (set up or knocked 

natural wood Long-Bell Kitchen down). This revolutionary process saves 

Cabinets stays fresh and pleasing for the life you up to 75%, of the complete finishing 

of the home. The hearty warmth of L-B rift job. Low-cost, Super Satin Surface needs 

grain fir and natural birch cabinets fits any no additional sanding. Sealer coat is not 
decor . . . And, L-B cabinets can be finished needed on Super Microsealed Surfaces. 


and refinished for generations. 











Attractive, custom-tailored Long-Bell doors and windows also add to the prestige 
of your home. You can increase profits even further by specifying L-B Flakewood® 
paneling . . . the easy-to-install third dimensional panel that slashes labor costs 
while enriching any room. 


INTERNATIONAL PAPER COMPANY 


WRITE TODAY for free information on L-B [onG { 2eELL 


Kitchen Cabinets, doors, windows and Flakewood® 
DIVISION 


Longview, Washington 
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PHILADELPHIA e LOS ANGELES © PORTLAND © WAREHOUSES IN PRINCIPAL CITIES 


MAIN OFFICE: 7600 STATE ROAD 
PHILADELPHIA 36, PA. 


TO THE INDEPENDENT PAINT DEALER: 
Are you interested in increased profit with less inventory? ? 


By stocking just five McCloskey products, you can service over 90% of your 


requirements for finishing wood in the natural. 


McCloskey Varnish Co. has the most modern and most complete line of natural 


wood finishes in the United States. 

McCloskey Varnish Co. is: 

Long established . . . over 100 years 

Progressive . . . three research laboratories 

Nationally advertised . . . with modern proven point-of-sale dealer displays 

Nationally integrated . . . with three factories and strategically located warehouses 

to give you fast service 

Service minded . . . has a staff of experienced representatives to serve you 

HERE is your ideal source for varnishes and natural wood finishes from the 
largest specialist in this field. 

For detailed information send reply coupon on last page of this folder, or write 


direct. 
GET ON THE PROFIT BAND WAGON TODAY!!! 


McCloskey Varnish Co. 
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MARINE 


MAN O’WAR 


(ULTRA SPAR) 


MARINE VARNISH 


For use on all types of surfaces—inside or out- 
side. 

Man O'War offers more protection value for 
dollars spent and merchandise received than any 
other product of its kind on the market today. 


A sure repeat seller. 


Man O’War is the last word in Marine Spar 
Varnish — easy brushing, free flowing, self-level- 
ing, pale in color, full-bodied, ready to recoat in 
7 hours 

Holds up 10 hours in 5% caustic soda. 

Holds up 4 hours in 5% ammonia. 

Survives immersion for 4 hours in 200 F. hot 
lubricating oil. 

32% Sulfuric Acid failed to affect Man O’War. 

Withstands 7 hours immersion in boiling water. 





GYMSEAL 


A GLOSS FINISH 
DURABLE SURFACE COATING 


Maximum wearing qualities—minimum main- 
tenance. Resists cracking and powdering under 
extremely hard wear. 

Recommended for Gym Floors, Church and 
School Floors, and home floors where the most 
durable finish is desired. 


Not necessary to remove old finish—Gymseal 
can be applied on top of old finish so long as sur- 
face is clean and free of wax and grease. 

Made of Tungoil and Bakelite—When reduced 
with mineral spirits or turpentine, it acts as an 
excellent penetrating sealer. 

Covers—600 square feet per gallon; dries dust- 
free in 2 hours, hard in 6 hours. 

Passes all requirements of the Maple Flooring 
Manufacturers Association for a gymnasium finish. 





= 


al 
McCloskey 


i TUNGSEAL 


y FOR ALL 

MrINISHED woopwork 

URNITURE- PANEL WAL 
TRIM: Ete. 
STRAW BLOND 
—— 


Ne } 
Y VARNISH = } 
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The perfect penetra 
New or Sanded Wo 
ing & Trim. 

Triple Action: Stai 


Tungseal brings ou 
color of natural wood 
vety appearance of 
pery and contains n 
deeply, binds the woo 
ing, prolongs life an 
It is an ideal finish 
and is unsurpassed fo 
from which all old fi 

Covers 700 square 
free in 30 minutes, hal 

14 Popular Colors 
Sanding Sealer. 

Passes all requiren 
Manufacturers Assoc 
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OLDEST AND LARGEST SPECIALISTS IN NATURAL WOOD FINISHES 


Mc Closkey 


TUNGSEAL 


FINISH 
FOR FLOORS 
| FURNITURE-TRIM 


CLEAR 


inish for all types of 
ors, Furniture, Panel- 


s, Finishes. 

pautiful grain and rich 

produces the soft vel- 
nish, but is not slip- 
Tungseal penetrates 

b together, stops warp- 

nces beauty of wood. 

tty pine wall paneling 

shing antique furniture 

s been removed. 

er gallon—dries dust- 

hours. 

ear, plus a transparent 


f the Maple Flooring 
r a heavy duty finish. 
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McCLOSKEY 


Lumber 
Life 


with special additives that 
"sist mildew and fungus 


LUMBER LIFE 


Long life natural exterior finishes. 
Retards weathering and fading. 


Lumber Life Products are formulated to cover 
every phase of protecting and finishing exterior 
wood structures. 


The seven Natural Wood Finishes are as follows: 
Redwood Preservative. This is a resin free, pig- 
mented, permanent stain and prime or finish coat. It 
seals pores against moisture, controls warping and 
splintering, resists fungus and mildew. 

Rustic Cedar and Silver Spruce Preservatives. 

Same as Redwood Preservative, except for color. 
Clear Gloss Finish. This is a resin free, transparent 
clear gloss prime or finish coat to be applied over 
bare wood or one of the Preservatives. Resists fun- 
gus and mildew. 
Penetrating Toxic. This is a resin free, transparent 
liquid. Apply only as a first coat on bare wood. 
Highly resistant to termites, insect bores, dry rot, 
mildew and fungus. 

6,7. Patio Furniture Finish is a complete finish in 
itself, no other finish is needed to complete the 
job. It will allow the full beauty of the wood grain 
to show through. Available in clear or redwood 
finish. 

Passes requirements for California Red Wood Asso- 

ciation. 





Qari. 


Hand-Rubbed finish without rubbing. 


McCLOSKEY 


f Heirloom } 


a 
The rich, refined time 
ques 





wot 
woodwork sat = 


HEIRLOOM FINISH 


Pale non-yellowing interior varnish. 


Heirloom is a new tough finish for antiques, 
furniture, church pews, paneling, floors and wood- 
work. It can be applied either on bare wood or 
over old surfaces (no prime coat is needed). 


Four Degrees of Lustre: 

Dead Flat 
Satin Sheen 
Low Gloss 


High Gloss 


Flat Glossmeter 5 
Egg Shell Glossmeter 25 
Semi Gloss Glossmeter 55 
Crystal Clear Glossmeter 90-4 


These varnishes perfectly imitate a “hand- 
rubbed” effect without the labor and expense of 
rubbing. 

Heirloom is an alkyd type product, very pale in 
color, that can be used over light colored wood 
or blond finishes without discoloring or ambering 
with age. 

Covers 600 sq. ft. per gallon. 

, 


Dries dust-free in 2 hours; ready to use in 12 


hours. 


AKK 
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OLDEST AND LARGEST SPECIALISTS IN NATURAL WOOD FINISHES 


Man O'War (Ultra Spar) Marine 
Varnish ; 

All American (Spar) Varnish 

Waterproof Spar 

Grainers Spar 

Master Craftsman Utility Spar 

Log Cabin Finish (Exterior) 

Tungseal (Interior) — 14 wood 
colors 

Lumber Life (Exterior) —3 wood 
colors 

Rott Fyter 

Rott Fyter—Concentrate—(5 to 1) 


Heirloom—4 different sheens 
Master Craftsman Varnish— 
3 different sheens 
Master Craftsman Floor & Trim 
McTuff-Fast drying, very clear— 
Wood Finish 
Plastung—Very pale, clear gloss 
Floor Finish 
Scratch Proof Floor Finish 
Penetrating Floor Sealer 
Gymseal (Our best Floor Finish) 
Closco Varnish Stain—6 wood colors 


Nuseal (Mixing Varnish) 
Magic Sealer—10-minute dry 
Seat and Pew Varnish 
Hour Varnish 

Bar & Table Top Varnish 
Kwik-on Magic Finish 
Closco Batavia Damar 
Cabinet Rubbing Varnish 
Sizing Varnish 

Plumbdul Flatting Oil 
PGO Japan 

White Japan 


Also many other specialties and custom made wood finishes 


McCloskey Varnish Co. Dept. | 7600 State Rd. Philadelphia 36, Pa. 


Gentlemen: Please send me catalog of all McCloskey natural wood finishes with plet 
information about profitable merchandising helps. Neo obligation, of course. 





Fill out 
and mail 
Coupon today! 














McCLOSKEY VARNISH CO. 


* Philadelphia * Los Angeles * Portland, Oregon * Warehouses in Principal Cities 
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...it’s the Complete insulation line! 


THE KIND OF PRODUCTS THAT BUILD MORE SALES FOR YOU! 


—— 
























































ZONOLITE® ZONOLITE® ZONOLITE® 
Vermiculite INSULATING FILL Glass Fiber HOME INSULATION MASONRY FILL INSULATION 


The original Zonolite Insulating Fill A super-efficient glass fiber insulation New water-repellent Masonry Fill 
..-first and still the best of do-it- in rolls...3 thicknesses fill every Insulation cuts heat loss up to 50% 
yourself insulations. insulating need. in block and cavity walls. 


























Backed by a 


x 
Zonolite is unquestionably the best-known name in 
0 Mn e e 0 mo ion insulation today; and, with a type of Zonolite insulation 
available to satisfy every preference and every need, 
h ; : ' Zonolite sales are unquestionably the easiest of all to 
make. Are you getting all the profit you 
to help you build traffic and close sales! pee ed A ae se on 
With the introduction of the new boosting opportunity? Why not mail the 
Masonry Fill, Zonolite has 3 great coupon and find out? Mail it today. 
insulating products being promoted to 
the 3 great fields where you'll find the Z '@) N @] L ITE Cc ©] M PA N Y 
— oo hapa og Se — 135 S. La Salle Street » Chicago 3, Illinois 
buildings and commercial structures. 


7] An unending campaign in architec- 
tural magazines pre-sells Zonolite 
continually to the men who plan buildings in your area 
and specify the materials to be used. 


2) Leading builder magazines are regularly carrying 
power-packed ads selling Zonolite to the men who 
use insulating materials, or influence decisions on what 
insulations to install. 


© The Zonolite Spring Campaign will be spearheaded 
by dominant consumer advertising in LIFE. Other 
Zonolite ads will appear in farm and ‘“‘do-it-yourself”’ 
publications throughout the year. 


ZONOLITE COMPANY, Dept. AL-5119 

135 S. La Salle Street, Chicago 3, Ill. 

I’m interested and want to tie-in with Zonolite’s new Insulation 
Campaign. Send full information about new free sales aids. 


Name 





Firm Name 
Address. 
City & Zone 
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For Dealers only! 


PAY LESS 


For Architect Quality 


CRESTLINE 
MILLWORK 


im Be | 


‘Be 
ali 
DOUBLE-HUNG 


7-8 
til Bl 
x es) 


STACKING 
PANEL & SASH LOUVER 
DOORS boors 


BUY DIRECT 


FROM OUR 
WAUSAU MILL 


here’s what you get... 


* 2-week or less delivery on 
popular items from our 
huge stock 
lower costs (no middlemen) 
which allow you greater 
markups and lower prices 
than your competitors 

* greater profits than with 
other brands and other 
building supplies 
sales, advertising and pro- 
motional assistance 
service from our capable 
sales representatives, field 
men and entire Crestline 
organization 


CASEMENTS 


SLIDEBY 


CRESTLINE 


_— 














Write or call 


THE CRESTLINE COMPANY 


(formerly the Silcrest Company) 
100 Thomas St., Wausau, Wis., Phone 22001 
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MEN /n the news 


BRAND NAME RETAILER OF THE YEAR, Anthony G. Bonforte (center), talks to Russ 
Lutz, U.S. Plywood Corp. sales promotion manager, prior to addressing a meeting 


at U.S. Plywood’s New York headquarters. 


Brand-Name Winner Calls for More 
Aid in Training Retail Salesmen 


A young man from Pueblo, Colo. 
arrived in the big city of New York 
last month to receive his first-place 
Brand Name Retailer award. After 
accepting the award he grabbed an 
opportunity to do what many dealers 
would like to do—give a little advice 
to manufacturers. He said: 

“We have not been able to get 
enough cooperation from manufac- 
turers in training our salesmen. Our 
biggest problem is selling our own 
salesmen.” 

Anthony G. Bonforte, vice-presi- 
dent of the Building Materials Center, 
Inc., of Pueblo made his accusation 
and plea for cooperation where it 
should count—at a meeting of United 
States Plywood Corp. regional sales 
managers. The plywood people _in- 
vited him over to talk and he gave 
them an earful. 

Bonforte cited two competing prod- 
ucts he carries and surmised that he 
sold more of one than the other sim- 
ply because one manufacturer’s rep- 
resentative had done a more thorough 
job of indoctrinating his sales staff. 

U. S. Plywood’s top promotion 
man, Russell Lutz, showed Bonforte 
the new U.S.P. lumber dealer corre- 
spondence course, which stresses ba- 
sic product information as well as 
fundamentals of good salesmanship. 
Bonforte agreed that dealers could get 
a lot of help from such a course. 

But the basic problem is personal 
help from manufacturers, he empha- 
sized. The dealer is always short of 
time for sales meetings and would be 
anxious to have a manufacturer’s man 


pin down the date for a specific meet- 
ing after hours. “We are glad to be 
pushed into an after-hour meeting 
because that’s about the only time 
available,” he said. (For cross-coun- 
try roundup of dealer sales meetings, 
see page 83 this issue.) 

After the Colorado retailer had 
given the U. S. Plywood executives 
his best advice, they returned the 
compliment and dined him at the Har- 
vard Club. 


* Huttig Sash & 
Door Co., St. 
Louis, Mo., an- 
nounces the elec- 
tion of T. R. Arm- 
strong as presi- 
dent. Roy R. Sie- 
gel, who had been 
president since 
1930, has _ been 
named chairman 
of the board. 
Armstrong came to Huttig in 1934 
and has held positions as office clerk, 
general sales manager, secretary and 
director. 


Armstrong 


* The Acoustical Materials Assn., New 
York City, at its recent 29th annual 
meeting in Chicago, reelected the fol- 
lowing two officers: president, Paul J. 
Washburn, Johns-Manville Sales 
Corp., New York City; vice-president, 
George I. Smith, The Celotex Corp., 
Chicago. 
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Atlas Great new things are shaping UP 


Masonry in concrete block 
Oa ~ 








Exciting new masonry walls, exterior or interior, are made possible with decorative masonry units now available from concrete block 


manufacturers. For example, this unusual masonry wall was created by Architect Victor Lundy of Sarasota, Florida, for showing 
at Cleveland meeting of National Concrete Masonry Association. The block was produced by Shaffer Block Works, Somerset, Pa. 


Atlas Masonry Gement measures up to the new masonry 


providing the right mortar for laying up walls with the latest block designs. It produces a smooth, 
easy-to-work mortar that “butters” easily, stays workable, assures a stronger bond. These 
characteristics help to achieve weather-tight masonry joints that are uniform in color. And Atlas 
Masonry Cement fully complies with ASTM and 

Federal Specifications. For your copy of “Build Better Universal Atlas Cement 
Masonry,” write Universal Atlas, Dept. M, Division of 

100 Park Avenue, New York 17, N. Y. United States Steel 


M-75 “USS” and “Atias” are registered trademarks 





OFFICES: Albany Birmingham Boston- Chicago Dayton+ Kansas City- Milwaukee+ Minneapolis * New York+ Philadelphia + Pittsburgh «St. Louis» Waco 
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M-D PUSH GRILLE NO. 11* M-D PUSH GRILLE NO. 23 M-D PUSH GRILLE NO. 414 
Made especially for storm Made especially for 32” or Diagonal bars adjust to 
doors. Available for 32” or 36” combination doors. Ap- door width. In 2, 3 or 4 bar 
36” door. 12” high. prox. 23” high. styles for 32” or 36” doors. 
*Initiel Optienal. 
a A, y 
3 
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M-D PUSH GRILLE NO. 4 
A graceful and very inexpensive push 
grille. 4” high for 32” or 36” doors. 


M-D PUSH GRILLE NO. 15* 


Graceful addition to any combina- 


: a : " tien door; wood or metal. je” high 
M-D PUSH GRILLE NO. 6 ; — c : for either 32”, 36” or 42” doors. 


For aluminum or wood doors. 6” high for , es * Initial Optional 
21”, 23” and 27” insert panels and for ’ 
regular 32” or 36” doors. 


M-D PUSH GRILLE NO. 16 M-D PUSH GRILLE NO. 12 M-D PUSH GRILLE NO. 15-42 


Made especially for combination doors, A handsome grille made especially for An elegant addition to any combination 
15” high for 21”, 23” and 27” insert storm doors. Available for 32” or 36” door. 16” high for 42” doors. 
panels and for regular 32” or 36” doors. doors. Grille is approx. 12” high. 


Sold by all Hardware, ORDER TODAY. i 
'—your order will 
BUILDERS timber ond Building DEALERS #088 To seis nce 
sen Supply Dealers 








x Fastest in SALE-ability! 
NCEA clecorator designs! 








jd j DOOR GRILLES available in 3 Rust Proof 
Tarnish Proof, LIFETIME FINISHES 


Alacrome, Albras and Albright 


M-D FITS-ALL NO. FS M-D FITS-ALL NO. 9 
Features M-D's patented Can be adjusted to fit A distinctive grille de- 
all doors from 22” to signed to fit all standard 
30” wide, and from 75” doors and adjustable to 
many others. 


M-D FITS-ALL NO. 5 M-D FITS-ALL NO, $6 M-D FITS-ALL NO. 8 


Fully adjustable for Very graceful in design 
nearly all standard size and is fully adjustable ““flower-pot” style hold- 


screen or metal combi- on standard size screen er; for most standard vi 
nation doors. doors. size doors. to 55° high. 
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M-D FITS-ALL NO, 1 M-D MESH GRILLE Nu-WAY SCREEN 
Accordion-like action of Interlaced ribs form DOOR GRILLE 
this grille permits ex- strong protection. For For doors or window 


pansion to fit all doors. 32” and 36” doors. guards. Fits 30”, 32”, 
36” and 42” doors, 


MACK LANE OR - -DUNCAN co. 


lity Building Products @ City 1, Oklal 
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‘ Since 1922 Balsam-—Wool has been sold 
exclusively to retail lumber and building 
material dealers, through recognized whole- 
salers. We are not changing, nor do we con- 
template changing, our distribution policy 
on Balsam—Wool blanket insulation, either 
by eliminating the wholesaler or by selling 
retail outlets other than the dealer. 








This policy reflects our belief that the lumber 
and building material dealer is the natural outlet 
for the retail merchandising of building products; 
and we also believe that the wholesaler of build- 
ing materials is in the best position to serve 
you, the dealer, for these reasons: 


1. He provides fast service because he carries 
complete inventories, can fill out pool cars by 
taking material into his stock, and is located 
in your natural trading area. 


. His warehouse stocks include a wide variety of 
building products and building specialties— 
and thus offer a "one-stop" service for many 
types of materials. 


. The wholesaler enables you to serve your cus— 
tomers with smaller inventories—he provides 
capital investment in inventory that reduces 
the amount of money you need for this purpose. 


. He provides quick, local credit. 
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letter to 
lumber dealers: 


. He serves as a Stabilizing influence in the 
sound distribution of building materials. 


. The wholesaler has only one customer—the 
retail lumber dealer. 


. He assists you through a sales organization 
geared to local service and counsel, which helps 
you keep your stocks balanced so as to give 
maximum service with a minimum investment. 


. The wholesaler, in the best interests of lumber 
dealers, counsels with manufacturers on matters 
of product design, market development, catalog-— 
ing, adjustments, and advertising and promotion 
of building products. 


. The savings in time, effort and money repre— 
sented by the foregoing provide a service which 
justifies the wholesaler's part in the distri- 
bution of building materials, and which a 
dealer cannot duplicate at lower cost. 


We feel this policy is completely justified by the 
steady growth of Balsam—Wool® sales and the con-— 
sistent contribution of this product over many 
years to lumber dealers' sales and profits. 


Very truly yours, 
WOOD CONVERSION COMPANY 


Le La 


J. D. Fischer, Sales Manager 
Building Products 
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“You've got to get 


on the trail fast these days’’ 


DODGE REPORTS help you flush out 
live opportunities 


Successful contractors know that information and timing 
are vital to getting business in the competitive new building 
market. That’s why the smart contractor uses Dodge Reports 
— to select the jobs he wants to go after ... jobs he knows 
will be profitable . . . and to find out exactly when and 
where to act. 

Dodge Reports are mailed to you daily. They tell who’s 
going to build what and where — in your area... in the 
types of construction you're interested in. 


You know at a glance whether any given project is right 
for you. You know when bids (and re-bids) are wanted — 
and you know with whom you're competing. You never 
miss an opportunity for lack of the facts. 

If you do business anywhere within the 37 eastern states, 
you should learn how Dodge Reports can improve your 
operation and your profit picture . .. keep you ahead of 
competition, Get complete information on Dodge Reports... 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL59 
Send me the book “Dodge Reports 


in the general markets checked below. 
(C General Building 
[-] Engineering Projects (Heavy Construction) 


[-] House Construction 


Area 


How to Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 





Name 





I a cictiinienesimiincaninien 





I itera Seite tiiarnithiit saicamieaania 


Dodge Reports 





City 
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Put one BEAR Sandpaper Rack in your Paint Department 
Spring creates quite a stir and you'll ring up lots of extra 
sandpaper sales with every can of paint. If you don't 
have one of these new sales-producing, money-making 
ADALOX for 


fast-cutting, production sanding of hardwoods, lacquers 


BEAR Racks— write, wire, or phone. 


and metals. METALITE for finishing of metals and stock 
removal, TUFBAK for wet sanding of lacquers, plastics, 
and non-ferrous metals. NO-FIL for dry sanding of 
primer coats on metal. GARNET for hand sanding and 
fine finishing of wood. FLINT for every odd wood sand- 


ing and paint removal jobs, 


BEHR-MANNING CO. 


TROY, 


NEW YORK 


A DIVISION OF NORTON COMPANY 


BEHR-MANNING PRODUCTS: Coated Abrasives 
NORTON PRODUCTS: Abrasives - 


Grinding Wheels - 


ABRASIVES” 
Pressure-Sensitive Tapes 
Refractories + Electrochemicals 


Sharpening Stones 
Grinding Machines + 


® In Canada: Behr-Manning (Canada) Ltd., Brantford. For Export: Norton Behr-Manning Overseas inc. Troy, N.Y., U.S.A 
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Turnover up 7TOZ...“And I'm using less space 
than! used before,” says H.C. Fuerhoff, St.Charles, Mo. 


“‘Here’s the six-month record on your display 
in my store. Turnover—Up 70 Percent! 

“In other words, my tapes and rules are turn- 
ing 44 times. I only wish everything in the store 
would do the same. 

“As for the Basic 21 numbers on the Turnover 
Target—you were dead right about them. They 
are the most popular. These 21 numbers have a 
5% time turnover compared with only 24 for 
the other numbers, the ones that aren’t on the 
Target. In fact, I’m thinking about dropping a 
couple of the supplementary numbers. It will 
make my profit even better. 

“Turnover is up. Sales are up. And all this in 
less space than I needed for tapes and rules be- 
fore. That’s the picture after six months. You can 
see why Turnover Target still looks sweet to me.” 
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This is the TURNOVER TARGET Mr. Fuerhoff 

is talking about . . . the wall display that packs a 

complete basic inventory into a 24” sales target 

customers can’t miss. It will do for your business 

what it did for his. It gives you an inventory check 

in seconds. Cuts inventory way down, too. 

Find out rfow from your supplier how to 

get this money-making display and basic a 

inventory. Call your Lufkin wholesaler. |) 3). 
MERCHANDISING 


THE OF KIN += COMPANY 


APES + AULES + PRECIBION TOOLS 
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Look! Youngstown Kitchens 


One display sells 5 kitchens—Unique Snap-On Doors 
let you show 5 separate styles on one display. 
Change from style to style in minutes simply by 
changing the doors. You save showroom space— 
you save the cost of 4 displays. 


Full range of kitchen styles— Youngstown Kitchens 
puts you in three kitchen businesses at once with 
a choice of wood (2 styles), steel (4 styles) or the 
new mar-proof laminates that resist heat, water, 
steam and stain (2 styles). 


National and local advertising support—Nationwide 
radio, television, and magazine advertising makes 
Youngstown Kitchens easier to sell than any 
others. Co-operative advertising program puts 
your name before your customers, too. 


| backs Qualified Dealers 6 ways 


Advertising, publicity and promotion kits — A com- 
plete range of customer building point-of-sale and 
promotion materials are available. Bi-monthly 
merchandising magazine brings you news, hints, 
and successful retail promotion ideas. 


Kitchen planning and decorating service —All your 
kitchen planning problems are solved by 
Youngstown Kitchens with free kitchen plans. 
Offer your customers a full kitchen re-modelling 
service backed by a full-time design staff. 


Sales, service and installation training — Youngstown 
Kitchens trains your staff completely free of 
charge—sales guidance from highly skilled sales 
experts, service and installation training from 
technically qualified instructors. 


Snap-on Doors let you sell 5 Youngstown Kitchens styles from one display. American-Standard 


Contact your Youngstown Kitchens Distributor today or send in this coupon. 
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Youngstown Kitchens Div., Dept. AL59, Warren, Ohio. 


Please send me full details of the Youngstown 
Kitchens Qualified Dealer Plan. 


NAME... a 
STORE NAME 
ADDRESS___ 
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DO-IT-YOURSELF REMODELING GETS 
BIG NEW BACKING THIS SPRING 


Armstrong selling program 
concentrates on home craftsmen 
in your market area 





Spring is the time when do-it-yourselfers are most inter- 
ested in taking on new remodeling projects. And it’s the 
time when they're most receptive to the advertising and 
selling of do-it-yourself products. Armstrong is going all 
out this spring to make sure that you get lots of new busi- 
ness from home craftsmen. There'll be powerful commer- 
cials on network TV . . . full-color ads in leading magazines 

. effective tie-in flooring displays and signs . . . exciting 
new colors in best-selling do-it-yourself floors. By using the 
ideas on these pages—and working closely with your Arm- 
strong salesman, you can turn all this support into bigger 
sales to do-it-yourselfers. 


Hard-selling TV commercials, 
magazine ads 


encourage major home improvements 


Every other Wednesday evening this spring, commercials 
on Armstrong Circle Theatre, CBS-TV, will give do-it- 
yourselfers stimulating new ideas on remodeling their 
homes. These commercials demonstrate that fixing up base- 
ments, attics and other areas is easy when the home handy- 
man uses Armstrong Excelon Tile, and the other do-it- 
yourself products and tools you sell. And the famous 
Armstrong full-color ads in top magazines make people 
dissatisfied with what they have; make them want to bring 
their homes up to date. The merchandising signs (opposite 
page) can help you cash in on Armstrong advertising, Use 
them and your local advertising to tell people you sell the 
Armstrong Floors they've seen in magazines and on TV. 





TWO NEW, COMPACT DISPLAYS DEMONSTRATE 
YOUR ARMSTRONG EXCELON TILE LINE 


These handsome, sturdy displays prove that you don’t need 
a lot of space to show do-it-yourself floors effectively. 
Neither one requires much room. Both let you display 
every Excelon color and design you stock. Both make 
things easier for salesmen by encouraging do-it-yourselfers 
to shop for themselves. They are available through your 
Armstrong wholesaler. 


This prog teceing metal panel holds paper samples of 


the Excelon colors you stock, They are excellent 
swatches for customers to take home. And they’re re- 
plenished free by Armstrong. This panel can also be 
hung on the wall. 





This merchandiser will help sell a lot of floors for you; 
does seven jobs in 6 sq. ft. of floor space (and it fits 
over stacks of Excelon cartons): 1, Gives prominent dis- 
play to your 8 best sellers. 2. Holds complete sets of 
3” x 3” Excelon samples. 3, Contains sales literature. 4. 
Shows reprints of idea-filled Armstrong magazine ads. 
5. Sports tile designs. 6, Lets customers work out de- 
signs for themselves. 7, Gives basic sales points on 
Excelon. 
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dealer of the month 
Supermarket selling makes 
extra flooring profits for 


Baltimore lumber company 


TOP BRAND NAME A VITAL 
SELLING FACTOR TO 
STEBBINS-ANDERSON CO. 





Baltimore, Md., March 12—Here’s a 
lumber company that sells do-it-your- 
self floors the way supermarkets sell 
groceries, keeping large quantities of 
available products on the sales floor. 
This technique delights customers, 
simplifies selling, and makes profits. 
Stebbins-Anderson Lumber and Build- 
ing Supply Company started its super- 
market operation last July in one of its 
several showrooms. It’s proven so suc- 
cessful that supermarket selling is now 
being used at all other branches. 


Method of selling 


The company keeps in the showroom 
complete stocks of its entire flooring 
line. (A full back-up inventory is 
maintained at all times, to prevent 
shortages of any type of floor, or of 
any particular colors and designs.) The 
top carton in each stack is kept open 
to show color and design. Customers 
come in—take their time in looking 
around—choose the floors they want 
——buy them—and take the materials 
home with them. 


Top brand name—a big asset 
According to officials of the company, 
the success of the supermarket tech- 
nique lies in featuring a brand name 
that impresses do-it-yourselfers and 
assures them of top quality. So the 
company concentrates on selling Arm- 
strong Floors, Years of TV and maga- 
zine advertising have made Armstrong 
far and away the best-known name 
in flooring. The Stebbins-Anderson 
Co. takes full advantage of this im- 
portant point. 


Supermarket-type displays sell big 
quantities of floors to do-it-your- 
selfers, for the Stebbins-Anderson 
Company of Baltimore. 





PRODUCT NEWS 


POPULAR NEW COLORS IN 
FAST-SELLING METALLIC 
SERIES IN EXCELON TILE 


The Metallic Series in Armstrong Ex- 
celon Tile got off to a flying start 
when it was first introduced last fall. 
And it’s been moving fast ever since. 
To make the sales appeal of the 
Metallic Series even wider, several 
new colors are being introduced this 
spring. They have the same glittering 
gold accents that have made the 
Metallic Series such a huge success. 
These new colors will get powerful 
backing this spring on Armstrong 
Circle Theatre—CBS-TV. Now’s the 
time to place your order for them with 
your Armstrong wholesaler. And to 
make sure you get all the benefit from 
the TV promotion, ask your whole- 
saler salesman about the special mer- 
chandising display units and point-of- 
sale signs for the Metallic Series. 
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By Armstrong ~ 


Tie in Your Advertising with Arm- 
strong’s Spring TV Commercials. 


Armstrong offers you 
sales training films 





Armstrong’s Bureau of Merchandising 
can provide you with a variety of films 
aimed at helping your salesmen more 
effectively reach the do-it-yourself 
market. “Selling Quality in Low-Cost 
Tile” describes the production and 
exacting quality control techniques 
used in the manufacture of Asphalt 
and Excelon Tile. And the retail sell- 
ing techniques stressed in this film 
will mean added dollars to you. 
“A.C.C. Sale” and “Go for Double” 
humorously consider a proven selling 
formula and trade-up story, effective 
tools for increasing your profit margin. 
“Success Story” reviews the Excelon 
Tile selling points, while “Better Busi- 
ness Clinic” provides a complete pro- 
gram package designed to answer 
common retail management problems. 
Your Armstrong District Office can 
obtain these films for you. 
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Identify your yard with 
the products featured on 
Armstrong Circle Theatre 


The striking point-of-purchase signs 
shown below help you take full ad- 
vantage of the selling power of Arm- 
strong Circle Theatre. They associate 
your yard with this show by remind- 
ing customers of the commercials 
they've seen on TV. And the signs 
themselves will be featured on the 
show. They also enable you to cash 
in on the prestige and popularity of a 
famous network TV program. And 
they act as silent salesmen for you 
by telling do-it-yourselfers things they 
want to know about Excelon Tile. You 
can get them all, at no cost, from your 
Armstrong wholesaler salesman. 








YOUR ARMSTRONG 
WHOLESALER-A VALUABLE 
AID TO YOUR BUSINESS 


Whether you're a newcomer to selling 
do-it-yourself floors, or an old hand, 
your Armstrong wholesaler salesman 
can give you a lot of useful help and 
advice. He is well acquainted with 
your market, so he can keep you ad- 
vised on the most popular flooring 
colors and designs with your do-it- 
yourself prospects. For this reason, he 
can help you plan a line of local best- 
sellers. But information isn’t all he 
provides. Armstrong wholesaler sales- 
men have a reputation for efficient 
service. He can provide you with dis- 
plays, advertising materials, and mer- 
chandising tools—all the important 
accessories you need to make your do- 
it-yourself flooring department a most 
profitable part of your business. 
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HOW TO MAKE A ROLL OF FENCE 


The 

only 

fence 

lane 

mm that 
a= sells 


RD BRAND L: iy : 
Sag) on sight 





How? By painting the top wire of each roll a bright, bright red. Keystone has 
been doing this for years with one thought in mind—to let everyone know the 
best fence on sight. That’s just what this special trademark does. It booms out 
RED BRAND for all to hear and see. 

You get faster turnover because your customers know all about Red Brand. 
They’ve read about this easy-to-handle fence in farm publications; they’ve heard 
about it over farm radio and television . . . and they’ve used it for years. Farmers 
know Red Brand lasts longer because it’s made of the finest copper-bearing wire, 
especially Galvannealed?® to resist rust. 

There’s no question about Red Brand’s popularity. It’s the number one choice 
in the top six corn-producing states. Red Brand barbed wire with the Galvannealed 
red barbs and Red Top® steel fence posts have equal wide-spread acceptance. 

Why sell less when you can sell more of the best? It will pay to stock up on 
Red Brand products today. 





KEYSTONE STEEL & WIRE COMPANY °* PEORIA 7, ILLINOIS 


Red Brand Fence @ Red Brand Barbed Wire @ Red Top Steel Posts @ Nails e 
Baler Wire @ Non-Climbable Fence e Keyline® Poultry Netting @ Gates 
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, Robert L. Taylor, Advertising Mgr., 
J. P. Loomis Concrete & Supply Co., 
Akron, Ohio, says: 


“Our Yellow Pages advertising 
helps keep our trucks rolling!’ 


“Our 45 ready-mix trucks are always on the go, thanks in 
large measure to our Yellow Pages advertising. We know 
contractors depend on the Classified as a buying directory. 
That’s why we advertise all the supplies and services we 
feature in the Yellow Pages.” 


Yes, there’s nothing like the Yellow Pages for telling people 
who want to buy where to buy. Make sure your prospects 


know where you are and what you sell. Advertise your 


services and supplies under the appropriate headings 


in the Yellow Pages. 
Call the Yellow Pages 
man at the local Bell 
telephone office today! 


J. P. LOOMIS REACHES 
PROSPECTS in its selling area 
with this %-page ad 
(reduced) under Concrete 

Ready Mixed plus ads and 
listings under 8 other 
building material categories. 








QUALITY CONCRETE 


™ J.P. LOOMIS CONCRETE & SUPPLY 


County Wide Service with Radio Equipped Trucks 
en nary A MAIN PLANT & OFFICE 
CH. #81, Kent, 0. 777 HOME AVE. HEmlock 4-514 


ORchard 3-3449 














Masonry Paint Sells Fast 


Wonder-Pruf, a new type of ready- 
mixed waterproof finish for porous 
masonry surfaces, is a fast-selling line 
at Levine’s Lumber & Builders’ Sup- 
ply Co., Elgin, Ill. 

Besides brushing dampness out, it 
protects and decorates interior or ex- 
terior masonry such as stucco, con- 
crete, lightweight masonry block units 
and concrete block. 

“Women buyers, especially, like it 
because of its ease of application,” 
says Gerald G. Levine, co-owner. 

“All they have to do is just open 
the can, stir well and apply it to the 
walls of their basements, utility rooms 
or garages”. Another factor which at- 
tracts the woman buyer is its avail- 
ability in eight attractive colors plus 
white. 

“We introduced Wonder-Pruf two 
months ago without promoting it and 
sold 72 gallons immediately,” adds 
Levine. “We've reordered a couple 
of times and the demand for it is still 
growing”. Levine credits the popular- 
ity of Wonder-Pruf to “good word-of- 
mouth advertising by the ladies” plus 
a self-selling display (pictured above). 

Produced by Devoe & Raynolds 
Co., Wonder-Pruf has a spread rate 
of 50 square feet per gallon over rough 
surfaces to 125 square feet per gallon 
for average poured concrete. It dries 
firm overnight. “It retails at $5.55 a 
gallon and our markup on cost is 
about 60% ,” Levine says. “We usually 
add to each sale one or two 512” ce- 
ment brushes and a small amount of 
paint thinner,” he says. 


* WHAT’S YOUR FAST SELLER? 
Share your market fortunes with oth- 
er dealers so you, in turn, can benefit 
from their successes. Write your best 
selling products to “It’s Selling Edi- 
tor’, American Lumberman, 59 East 
Monroe. Chicago 3, Ill. 


Senta 
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NEW PROFIT ITEM FOR POPULAR 
POST AND BEAM CONSTRUCTION 


You're ready to cash in on the modern trend to post 


and beam construction when you feature Simpson 


PLAN KED Planked Golden Hemlock Roof Deck. Sturdy 23” x 

G O LD EN 96” x 2%” panels span 48” and combine these 3-in-1 
advantages: insulation value, structural strength, and 

F, EM LOC K attractive prefinished ceiling surface. Construction 


time and labor savings are impressive. See your 


ROO F D ECK Simpson Distributor for details. 





Another new product developed by Simpson Logging Company, Shelton, Washington 


Mail coupon on back of next page for free Acoustical-Insulating Board Catalog 


REDWOOD 
BEVEL 
SIDING 


Mail coupon on back of next page for free 
Redwood Grade Book, Redwood Information Charts 
and Idea Booklet, “Redwood for the Home.” 


RELY} 


ON 


mold and fungus growth. Paintability — Redwood takes and 


holds paints or stains far longer than most commonly used 
In its natural state, Redwood is one of the 


most beautiful sidings in existence. 
SIMPSON REDWOOD COMPANY, ARCATA, CALIF. 


Member of California Redwood Association 


siding. Beauty 


SIMPSON 


FOREST PRODU( 


REMARKABLE REDWOOD HAS 
BUILT-IN BEAUTY, AUTOMATIC SALES 


APPEAL! Offer your customers these Redwood 
advantages: /nsulation—one inch thickness of Red- 
wood gives insulation equal to 6.3 inch thickness 
of brick...and less heat loss through conductivity 
than any metal siding known. Durability —Red- 
wood is unsurpassed for resistance to termites, 





FOR BETTER BUILDING...BETTER LIVING! 


This handsome room divider 
of rift grain Redwood Plywood 
features deep toasted V-grooves 


There’s SALES-MAGIC pen ee 
in Every Panel of 

Simpson 

Redwood Plywood! 


Redwood sells itself on beauty alone 
and is often called “America’s most 
treasured wood.” Now you can offer 

it to your customers in sturdy, easy-to-use 
plywood panels. The rich, natural 
warmth of Simpson Redwood Plywood 
is ideal for distinctive accent walls or 
room dividers. See your 

Simpson Plywood distributor. 


SIMPSON LOGGING COMPANY 
2301 N. Columbia Blvd., Portland 17, Oregon 


Mail coupon, next page, for free 16-page, full color 
Simpson Plywood Catalog. 


QUALITY SINCE 1895 


wives and 


husbands both 
like Forestone 
ceilings... 


She especially likes the beauty treatment 
Forestone* gives to any ceiling because of its 
deep fissured texture. Both like Forestone’s noise 
control efficiency, ease and economy of 
application. You tell them how they can paint it 
without loss of efficiency or fissured beauty. 

Ask your Simpson Distributor for details. 
Simpson Logging Company, Shelton, Washington 


<< 


nestone. 


Mail coupon, next page, for f 
Accoustical-Insulating Board Catalog 


*Reg. U.S. Pat. Off. — U.S. Pat. No. 2,791,289 
T original fissured woodfiber accoustica!l materia 





LOOK INTO TOMORROW... Forests of the future are being grown today by Simpson. 
As a leader in sound forest management, Simpson is noted for scientific harvesting 
methods, extensive reforestation activities, and vigorous protection of its growing trees 
against fire and disease. These sustained yield practices, plus maximum utilization of 
raw materials, assure a continuing supply of useful forest products for future generations. 


RELY ON 


...the name to build with... 


ACOUSTICAL PRODUCTS ROOF DECK PRODUCTS 
Forestone woodfiber tile - Random Drilled woodfiber tile Forestone Roof Deck - Planked Golden Hemlock Roof Deck 
Standard Drilled woodfiber tile Standard Drilled Roof Deck - Tapestry White Roof Deck 
DOORS OVERLAID PLYWOODS 
Bifold Doors (Flush and Louvered) Medium Density Overlaid Plywood 
5-Ply Hollow Core and Solid Core Flush Doors High Density Overlaid Plywood 
7-Ply Hollow Core and Solid Core Flush Doors PLYWOODS 
Stile and Rail Doors (Sash - Panel - French Rotary Fir and Rift Grain Fir - Plyron and Texture 1-11 
Screen - Entrance - Louver - Jalousie - Garage) Fir Shadowood, Plyweave and Striated 
HARDBOARD PRODUCTS Figured Grain and Rift Grain Redwood 
Standard Hardboards - Tempered Hardboards Redwood Shadowood, Rusticwood and Plyweave 
Specialty Hardboards Figured & Ribbon Grain Philippine Mahogany 
Smooth surfaced Hardboards available prefinished Birch, Oak and Knotty Pine 
INSULATING BOARD PRODUCTS REDWOOD LUMBER 
Decorative Tileboards and Plank Siding, bevel and bungalow, plain and rabbeted 
Building Boards and Wallboard Tongue and groove and shiplap joint available with 
Asphalt-Impregnated Building Board square edges, eased edges and V-joint, 3/32 VIS, 1/4 VIS 
Sheathing (Asphalt-Impregnated) Shiplap joint, Boston pattern Rustic 
Super-Strong Sheathing - Roof Insulation ENGINEERED WOOD PRODUCTS 
Asphalt-lmpregnated Roof Insulation Wood Tanks, Pipes and Scrubbers 
Shingle Backer (Asphalt-lmpregnated) Industrial plywood products 





SIMPSON, 1072D WHITE BLDG., SEATTLE 1, WASHINGTON 


Please send me FREE information on the following products as checked: 
C] Doors (-] Redwood C Acoustical and Insulating Board C) Plywood 





Name 

Company 

Address 

Clipped from Magazine 











Litho in U.S.A. 
on Substance 100 
Simpson Premium Coated 
Offset Book (C2S) 








press time 





Money Problem Delays NRLDA 
Action on Cresap Report 


Special finance committee will be named by president Black- 
stock; two-day Dallas session considers ways to combat dealer 
ignorance of association activities and benefits. 


How to raise enough money to car- 
ry out the recommendations of the 
Cresap management report is still one 
of the unsolved problems confronting 
the National Retail Lumber Dealers 
Association. 

Finances was one of the important 
problems up for discussion at a spe- 
cial meeting in Dallas, Tex., April 16- 
17, attended by NRLDA officers, the 
executive committee and nine asso- 
ciation managing directors represent- 
ing NRLDA’s nine districts. 

NRLDA president Herbert A. 
Blackstock was authorized to name a 
committee to devise ways of increas- 
ing the association’s budget. He said 
he will appoint a committee of five, 
who will report at the May meeting 
of directors in Washington. 

Convening in the new, plush Shera- 
ton-Dallas Hotel, the group started 
round-table talks at breakfast and 
continued past 5 p.m., each day. The 
agenda was based on progress and fu- 
ture plans to implement the manage- 
ment study of the National’s activi- 
ties, reported exclusively in American 
Lumberman last December 8. 

More money will be needed to car- 
ry out the National’s program and 
ways to get it will have to be found 
shortly, admitted executive vice-pres- 
ident H. R. (Cotton) Northup. 

Budget coming up. “We realize the 
problem is critical,” declared Northup. 
“The thing can’t stay static. It has to 
go up. The problem ahead is the 1960 
budget.” 

Northup indicated that the money 
problem will delay at least until 1960 
the hiring of a director of Member 
and Federated Association, who would 
act as a liaison man between the Na- 
tional and state and regional associa- 
tions; also the Cresap-proposed direc- 
tor of market research. 

Meantime, Northup said that a reg- 
ular Washington report may be pub- 
lished as one means of telling dealers 


about important industry develop- 
ments and what the national and fed- 
erated associations are doing for them. 
Dealer ignorance of association bene- 
fits is an admitted drawback to any 
membership drive. 

Marketing and research activities 
recommended by the Cresap report 
will be undertaken by reassignment of 
activites in the NRLDA office, North- 
up said. He said that a public rela- 
tions man will be named shortly, pos- 
sibly this month. 

No boundary line. There is no way 
to “freeze” association functions at 
either the National or regional levels, 
the meeting agreed, said Northup. It 
also agreed that programs approved 
and adopted at the national level 
would get local level support. (Too of- 
ten not the case, Cresap reported.) 

In addition to the National’s cur- 
rent activites program, the meeting 


members agreed to push two new ac- 
tivities: 

1. Traffic, transportation and freight 
rates. 

2. Labor relations. 

An all-dealer Traffic and Transpor- 
tation Committee is expected to give 
this subject more push than previously. 
More dealer help in solving labor re- 
lations problems will be available 
from the National through the local 
associations. This will take the form 
of background information, not legal 
advice. 

Northup declared that the meeting 
proved that serious differences of 
opinion between the National and 
federated associations were over-em- 
phasized in the Cresap report, which 
he said “created many wrong impres- 
sions.” Attending the session were: 

NRLDA Officers: president, H. W. Black- 
stock, Seattle; Paul V. DeVille, first vice- 
president, Canton, Ohio; Leslie G. Everitt, 
second vice-president, Colorado Springs, 
R. (Cotton) Northup, executive vice-presi- 
dent, Washington, D. C. 

NRLDA Executive Committee: John W. 
Colo.; W. B. Oldham, treasurer, Dallas; H. 
Dain, Mohopac, N. Y.; Craige Ruffin, Rich- 
mond, Va.; Wayne K. Mills, Rochester Minn.; 
J. R. Grobmyer, Little Rock, Ark.; W. L 
Johnson, Boise, Idaho; Melbourne Romney, 
Sr., Salt Lake City; Thomas J. Fox, Santa 
Monica, Calif.; John C. McCormick, Indian- 
apolis; P. J. Goodnight, Dallas. 

Managing officer representatives: Robert 
A. Jones, District 1; Donald A. Campbell, 
District 2; Edwin W. Elmer, District 3; G 
Kenneth Milliken, District 4; Ross G. Kin- 
caid, District 5; C. W. Nortz, District 6; Jack 
Pomeroy, District 7; Donald Moe, District 
8; Gene Ebersole, District 9. 


SPECIAL POLICY GROUP met in Dallas last month to consider ways to implement 
Cresap management report on NRLDA. Pictured here are the officers and executive 
committee of NRLDA and nine managing directors representing their respective 


districts. 
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Anniversary Promotion Doubles Cash 
Sales Over Best Normal Months 


Yard traffic increased 300% as a 
result of this year’s Anniversary Sale 
at the Brookhart Building Material 
Center in Colorado Springs, Colo. 
The number of credit accounts in- 
creased 10%. Cash business during 
the sale was up 50% over normal 
months. 

This testimony to the power of ad- 
vertising was kicked off in late Janu- 
ary with a full page ad in the local 
evening paper on Thursday and a full 
page ad the following morning. Half 
page ads were run in both papers 
during the following three weeks. 

In addition, five one-minute TV 
spots appeared for three weeks at 
10 p.m. daily. 

Adding zest to the promotion was 
a contest to make customers come 
to the yard at least three times dur- 
ing the sale to unscramble words. 
Each week three scrambled words 
were posted in the store. As a tie- 
breaker to select winners from en- 
tries that had successfully unscram- 
bled the words, each contestant had 
to write a final line to this jingle: 

In winter or summer, spring or fall 

Brookhart Lumber will answer your 

call; 

Tis a store of fine quality, fair 

prices, too... 

Prizes worth more than $1,000 were 
awarded to the eight winners. First 
prize was an all-expense trip for two 
to Las Vegas. Other prizes were store 
products. The contest was featured in 
all the Anniversary Sale ads. The com- 
pany’s revolving credit plan for do-it- 


2-FLOOR RETAIL CENTER of Brookhart 
Lumber Co. scene of successful Anniver- 
sary Sale. 


yourselfers was also featured. After 
the sale, credit cards were mailed to 
each active account and _ selected 
homeowners. 

Store selling. The regular force han- 
dled the sale traffic at the Brookhart 
store. This was possible, they said, be- 
cause of the large measure of self- 
service in the store. 

Brookhart’s have a “bargain base- 
ment” in addition to a main floor 
salesroom. Special sales items, discon- 
tinued items are mingled with a glaz- 
ing department, rough plumbing sup- 
plies, sheet metal products. 

The main floor features hardware, 
tools, paints and some building ma- 
terials. An auditorium on the second 
floor is used for sales meetings and 
is available to non-profit groups free 
of charge. The second floor also has 
a complete home planning section, 
with model rooms. 





Jobber Puts Dealers on Advisory Board 


sent to all dealers in the area. Sub- 


The management of Building Ma- 
terial Distributors, Rapid City, S. D., 
wholesaler, recently had the courage 
to ask its dealer customers: “What are 
we doing you'd like us to do more?” 
and “What has no value to you?” 
Results are now appearing in a new 
wholesale selling program based on 
dealer advice. 

BMD general manager Don Knecht 
invited the firm’s dealer customers to 
elect five men to a new retailer ad- 
visory council. The council met re- 
cently for the first time with BMD 
management. 

Members of the wholesaler’s coun- 
cil are Clint Thomas, Central Lumber 
Co., Dupree, S.D.; Don Foxhoven, 
Foster Lumber Co., Edgemont, S. D.; 
Walter Black, Custer Lumber Co., 
Custer, S. D.; Bob Stuber, Bowman- 
Western Lumber Co., Bowman, S. D. 
and Ernie Wagner, Hoppe-Ely Lum- 
ber Co., Chadron, Nebr. These coun- 
cil members will meet again in No- 
vember. 

A summary of the first meeting was 
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jects covered included combatting 
prefab competition; the jobber’s truck 
delivery schedule; co-op advertising; 
better buys on steel products; dealer- 
contractor meetings held by jobber 
salesmen; sales meetings with dealer 
people; wholesale catalogs; financing 
new homes and remodeling; dealers 
selling outside their normal trading 
area. 

“We are grateful to the members 
of the Dealers Advisory Council for 
help and constructive criticism,” said 
Don Knecht. “We feel this is the be- 
ginning of a new era in distributor- 
dealer relations.” 


Truckload Sale of Paint 

A 32-page merchandising manual 
that shows how to successfully sell 
paint by the truck load is available 
from U. S. Refining Co., Dept. AL, 
2695 East 55 St., Cleveland 4, Ohio. 

The manufacturing company has 
been helping dealers set up truckload 
programs. 


ss os 


Dallas Dealer Fills 
_ Record Lumber Order 


A Dallas dealer, Lee R. Slaugh- 
ter Lumber Co., supplied 3,000,- 
000 board feet of lumber for the 
$35 million Southland Center in 
which the Sheraton-Dallas Hotel is : 


lumber order ever placed on a sin- 
gle project in Dallas. The lumber 
was used primarily for forming 
the concrete slabs, retaining walls 
and pilasters that support the series 
of buildings comprising the Center. 

The lumber came from about 25 
different mills located in Texas, 
Louisiana and Arkansas. The form 
lumber was mainly short leaf 
southern yellow pine, although a 
good deal of virgin long leaf yel- 
low pine was used for shoring in 
the basement, which alone re- 
quired more than 1,000,000 board 
feet of form lumber. 

Watch American Lumberman 
for the Lee R. Siaughter Lumber 
story and how small-city dealers 
can get these big commercial and 

= industrial jobs away from big-city 
: dealers if they try. 


Best Contractor Customers 
Get Free Vacation Trips 


Everytime a contractor buys from 
Paulsen Lumber Co., Milwaukee, he 
earns points which count toward an 
all-expense paid vacation trip for two 
to such places as Hawaii, New York, 
Jamaica, Europe or Mexico. 

Several newsletters announced the 
point-system to Milwaukee contrac- 
tors, followed by a miniature “peep- 
scope” showing an aerial color view 
of Paris with the inscription, “Buy at 
Paulsen—see Paris free.” 

As a result, Paulsen’s have been in- 
vited to bid on materials lists from 
many new contractors. The yard gives 
25 free bonus points with the first 
purchase by a contractor, no matter 
how small. 


ALUMINUM TRANSIT MIXERS—Concrete 
mixers now offered by Construction Ma- 
chinery Co., Waterloo, lowa, weigh 
one-third less than steel models of the 
same size, giving an increased payload 
and advantages in time, labor and fuel 
savings, it is said. Plant facilities have 
been expanded to handle the backlog 
of orders for the aluminum mixer, says 
the maker. 
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Purchasing Methods Differ Among Yards; 
Most Dealers See Salesmen Anytime 


Top executive will often retain buying function for lumber, even 
though other men in the company will buy non-lumber items, 


survey reveals. 


Many lumber dealers agree with 
Arthur Tuchman, partner of National 
Retail Lumber & Material Co., Ak- 
ron, Ohio, who says that salesmen 
who solicit his business are “increasing 
like flies.” 

But out of more than 60 retailers 
interviewed in a purchasing study by 
A. L. reporters, only four dealers 
have found it necessary to set aside 
specific hours to see jobber or man- 
ufacturer sales people. 

A number of dealers, however, 
are like William Polson of Pay-Less 
Builders Supply in Salt Lake City. He 
doesn’t have restrictions on when to 
see salesmen, but thinks he should, 
“so we can get some work done.” 
The desire is there, but he hasn’t 
done anything about it. 

F. R. Weber, president of F. R. 
Weber Inc., Lumber, in Scarsdale, 
N. Y., said: 

“We're not seeing salesmen at any 
special time, but I think it’s a darned 
good idea. And it’s possible that we 
might set up some definite schedule 
for this. We'd probably pick the early 
part of the week and I’d take morn- 
ing hours at the best time to see 
them.” Weber sees benefits from such 
a restriction even though he thinks 
the number of salesmen calling upon 
his firm has decreased rather than in- 
creased in the last few years. 

One firm which does set up spe- 
cified time for sales calls is the Bailey 
Lumber Yards, Miami, Fla. 

“In lumber purchasing, we ask that 
salesmen restrict themselves to the lat- 
ter part of the week and preferably 
afternoons. Mornings are busy and 
Monday is always busy all day. Other- 
wise we put no restrictions on them, 
unless they become abusive,” said 
Thomas Bailey, Jr., president. 

In Minneapolis, the Park Lumber 
Co. sets up calling hours from 10 to 
12 in the morning on Monday, Wed- 
nesday and Friday. “I make myself 
available at these times,” said man- 
ager Don Copeland. 

Certain hours each day for sales- 
men is also the practice at Dykes 
Lumber Co. in New York City, ac- 
cording to S. E. Brummer, secretary. 

In Cincinnati, Frank E. Reprecht 
of Doppes Sons Lumber Co., said he 
has been considering a plan to set 
certain hours for salesmen’s visits. 
But so far the plan has not been put 
into effect. The yard has one man 
handling all buying, which helps to 
solve the salesman situation. 

Out in Oakland, Calif., T. T. Bran- 
son of Melrose Lumber & Supply 
has also been “considering such a 


plan because of increased sales pres- 
sure.” Both Branson and James Stew- 
art of Carter Lumber Co., Oakland, 
report an apparent increase in the 
number of salesmen compared with 
two years ago. 

The Dewey Lumber Co., Detroit, 
tried setting aside certain hours in 
the afternoon for talking to salesmen, 
but it didn’t work. “Somebody always 
showed up at the wrong time or we 
have trouble confining it to a given 
period,” said Bill Zola, manager. 
“Now we take them as they come.” 

Small yards. The problem of the 


‘*DEALER SALES CONTROL" 
(See Pages 7 & 60) 


small firm in seeing salesmen was ex- 
plained by Joe Gueydan, co-owner 
of Gueydan Lumber, Kenner, La. 

“I try to see them at 5 p.m., when 
we are closed. My brother and my- 
self wear several hats, do all kinds of 
odd jobs and that’s the only time we 
have available. After closing hours, 
I can get through in 15 minutes com- 
pared with an hour it would take 
during the business day, considering 
interruptions.” 

Gueydan commented that when 
business is slow, you see flocks of 
salesmen. But when its good, you 
don’t see so many come around. 

Louis Mullin, manager and treasur- 
er of W. H. Kneas Lumber Co., 
Norristown, Penna., was another 
dealer who “sometimes wish I had cer- 
tain hours to see salesmen.” He 
guessed it is just too hard to find a 
time that is suitable to everybody. 

“I think we are talking to more 
and more people about selling their 
lines. But I find the number of 
strictly lumber salesmen is dwindling. 

‘ (continued on page 46) 


HOME PLAN or remodeling plan designed by 
MacDon Lumber Co. staff is posted on show- 
room display board. 


_ Small-City Dealer Brings Consumers 
_ And Contractors Together 


To control the sale of building 
materials, MacDon Lumber Co., 
Chillicothe, Ohio, goes direct to 
the consumer. Plans are drawn, 
credit checked, financing arranged. 

- Actual construction work is given 
to local contractors. 


& Malcom Haines, owner, said that 

- the policy has resulted in a 50% 

= to 100% increase in business each 

* year since he and his son Donald 
bought the yard in 1954. The steady 
sales growth has been made in the 
face of heavy cash-and-carry com- 
petition in the area. 


To publicize this service, plans 

- are displayed on the showroom bul- 
letin board, above. A new plan is 
posted each month. 
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“There’s cooperation in our sys- 
tem,” said Donald Haines. “The 
contractor who does work for us 
knows that if he does a good job 
he will get more of them. 

“We will design a new home to 
fit the needs of the customer. This 
is important and appreciated. We'll 
handle almost any size of a repair 
or remodeling job—we have car- 
penters who are glad to get door 
hanging and other small jobs and 
can work them quickly into their 
schedules. 

“By being willing to work on 
flexible programs, offering a plan 
service and financing when needed, 
we have a chance on just about ev- 
ery building job in the area,” young 
Haines said. 





COUNT ON 
SHURE-SET 


unique : 
light-fastening tool 

focused on 
repeat business 


This new and different Shure-Set® fastening tool 
is keyed to the high repeat volume of the booming 
construction market. Every carpenter, electrician, 
plumber and craftsman needs Shure-Set to fasten 
into concrete, mortar or building block... unique 
hammer-powered Shure-Set will bring customers 
back again and again for hundreds and thousands 
of specially-designed Shure-Set Fasteners. 


So tie-in with the terrific new Shure-Set tool. . . get 
a real foothold in the profitable fastening business. 


It will be worth your time to contact us today 
for details on profit possibilites with Shure-Set. 


/n addition to hammer-in Shure-Set, the versatile Ramset Fastening 
System includes Ramset powder-actuated too/s for heavy-duty 
fastening, and Ringblaster*heavy-duty kiln gun. 


MATH, 
ad &s 


, Shure-Sot’: Ramset Fastening System 


WINCHESTER-WESTERN DIVISION - OLIN-MATHIESON CHEMICAL CORPORATION 
12173-E BEREA ROAD - CLEVELAND, OHIO 








PURCHASING 


(begins on page 45) 





We see more and more salesmen of 
other items. The specialty salesman 
is on the increase,” Mullin said. 

“The secretary of the company and 
myself handle sales between us, with 
no fast rule on what products each 
of us buys. We are also responsible 
for the sales and merchandising of 
the products,” he added. 

All other dealers interviewed said 

they can handle salesmen anytime. 
They generally agreed with Walter 
H. Kosfeld of H. A. Stockman Lum- 
ber Co., St. Louis, who said: “We 
welcome salesmen any time they drop 
in.” 
Who buys? In most small yards 
and many of the larger firms, those 
who buy also handle the retail mer- 
chandising. In a minority of large 
yards, a purchasing agent will be re- 
sponsible only for buying and the 
sales manager or merchandising man- 
ager have the selling headaches. 

Some dealers split purchasing of 
product categories to different execu- 
tives. This is more pronounced where 
a company has a separate hardware 
store with the lumberyard, or in the 
large city yards, which maintain pur- 
chasing departments. 

But many medium-sized dealers 
also split buying functions. For in- 
stance, both Bernard Spector and his 
partner at Robert Spector Lumber in 
Atlanta, Ga., are buyers. But they 
specialize and do not purchase the 
same type of materials or products. 

The partners also handle merchan- 
dising of the materials, but sales spe- 
cialization is not as clear-cut as it is 
in purchasing. 

There are three buyers at the 
Abbott Lumber & Building Supply 
Co., Inc., Newton, Mass., according to 
William Epstein, manager. “One han- 
dles lumber and plywood; another, 
hardware and masonry supplies; the 
third, windows and frames,” he said. 

At the Southern Sash Co., Sheffield, 
Ala., department managers see sales- 
men and select lines, but actual or- 
ders are placed by the company’s 
purchasing agent. 

Sometimes the president of the yard 
will do the non-routine buying, but 
leave re-ordering to others. That’s 
the policy of Leo Plotkin, head of 
Everglades Lumber & Building Sup- 
ply in Miami, Fla. “But we don’t 
have separate buyers for lumber, 
building materials, hardware, paint 
and specialties,” he said. 

The case for specialization in buy- 
ing is made by Harry Smith, president 
of the big Mohawk Lumber & Sup- 
ply in Detroit and suburbs. “Six of 
us do the actual buying—three on 
lumber, two on building material and 
one on plumbing,” he explained. 

Mohawk has a chain of large do- 
it-yourself supermarts in addition to 
its regular lumber business. A mer- 
chandising manager at headquarters 
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handles all displays and sales pro- 
grams for the various stores. 

This is in line with the system re- 
ported by most lineyards, although 
there are exceptions. The Copeland 
Yards in the Pacific Northwest, for 
instance, give purchasing power to 
branch managers who work closely 
with the purchasing department. 

Different buyers are maintained for 
different lines at Williford Lumber 
Co., Dallas, Tex., but it is not rigid, 
said Mr. Williford. “If a buyer is 
absent, another might make purchases 
which he knows are needed.” 

Ira B. Sadler, yard manager of 
Fuller-Bland Lumber, also in Dallas, 
said his company also has a policy of 
buyers handling different lines. 

Jack Kahan, vice-president of In- 
terstate Lumber and Mili Corp., 
Byram, Conn., gave his purchasing 
breakdown: Leon Kahan, president, 
buys lumber, doors and big items, 
with assistance of his son; the pur- 
chasing agent for the company buys 
millwork and board products along 
with hardware, paint and specialties. 

One man at Brace Lumber Co., 
Seattle, is responsible for all buying. 
But he has nothing to do with mer- 
chandising of the products, said Wil- 
liam Brace. 

Down in Atlanta, owner E. L. 
Taylor of Highland Lumber Co. han- 
dles sales. This is typical of the 
average yard, A. L. reporters found. 

Transit car buying of lumber seems 
to be holding its own today, accord- 
ing to an A. L. study now underway. 
Results of this study will be published 
in a coming issue of the magazine. 
Dealers Eugene and Joe Glaser of 
Durand and Vernon, Mich., are typi- 
cal of those who depend almost en- 
tirely on transit cars, feeling it is to 
the advantage of small-town dealers. 

Another factor which seems to be 
growing is the use of purchasing 
companies. Robert Kipp, president of 
Evendale (Ohio) Lumber Co., uses 
one such buying source for all of 
his lumber and other products. He 
feels it gives him the best deals of 
quality materials, with minimum of 
time on his part. 


Hardwood Veneer Standards 


A new standard, CS 171-58, for 
hardwood veneered hollow-core and 
solid-core flush doors has been set up 
by the Commodity Standards Division 
of the U. S. Dept. of Commerce. 

Included are hardwood veneered 
doors of the panel and sash type as 
well as those with plastic and hard- 
board faces. 

Copies of the new standard can be 
obtained for 20¢ each from National 
Woodwork Manufacturers  Associa- 
tion, 332 S. Michigan, Chicago 4, III. 


Name Change 


“The Silcrest Company of Wausau, 
Wis., will now be known as The Crest- 
line Company, making our brand name 
and company name identical,” reports 
Knox Burno, newly-appointed presi- 
dent of Crestline. 


Northwestern-Independent Merger Off; 
Each Announces New Convention Plans 


Failure of merger moves by the 
Northwestern Lumbermens Associa- 
tion and the Independent Lumber 
Dealers Association, both located in 
Minneapolis, has led the Independent 
group to adopt a more aggressive 
policy. 

The association membership has 
voted a name change—Midwest Lum- 
ber Dealers Association—and will un- 
dertake a vigorous membership drive. 
Independent officials feel that their 
name heretofore may have deterred 
some dealers from affiliating with the 
National. Northwestern dropped out 
of the National several years ago. 

Midwest will become the first of 
the state and regional associations to 
hold their annual convention, now 
scheduled for the first weekend in De- 
cember—S-7 in the Auditorium. 

It plans to make their convention a 
family week-end affair. Special motel 
rates are being arranged, entertain- 
ment events for children and appeal to 


the wife’s pre-Christmas shopping de- 
sires are all expected to step up at- 
tendance. 

Meantime, Northwestern announced 
it would stage a combination conven- 
tion and home building products show 
in the Minneapolis Armory. The con- 
vention will be Tuesday and Wednes- 
day, January 12-13; the home and 
farm building products show (free ad- 
mission) January 15-17. Exhibitors 
may contract just for the convention or 
for both shows. 

A spokesman for Midwest estimated 
that consolidation with Northwestern 
is now two or three years away or “un- 
til democratic management can be as- 
sured.” 

“Our offer to negotiate with North- 
western is still there,” said a spokes- 
man, “but we must see an indication of 
willingness to conform to basic require- 
ments as to what our people consider 
necessary. It appears that Northwest- 
ern is mainly interested in taking over 
our membership.” 





Virginia Salesman Proves Contractors 
Will Pay More for Dealer Service 


By pointing out an error in house 
plans submitted for figuring of fram- 
ing lumber, salesman Lester R. Scott 
of Burton Lumber Co., Norfolk, Va., 
got the order despite a higher price 
on the materials than offered by some 
of his competitors. 

In addition to the order, Scott 
picked up $100 as first prize winner 
in the Buyer Motives Contest spon- 
sored by the Virginia Building Ma- 
terials Association. The award was 
made for the best example of why 
buyers pay more. 

When salesman Scott noted that the 
plans submitted by a price-conscious 
contractor called for 16°3” rafters 
rather than 16’ lengths as the con- 
tractor believed, the salesman first 
warned the contractor that his bid 
would be a little higher than other 
dealers. 

“But,” Scott told him, “by _ being 
high and correct in figuring I might 
save you money.” 

The contractor asked: “Well, if you 
are high, how have you saved me 
money?” 

“You now agree that you need 18’ 
rafters,” answered Scott. “If you or- 
dered 16’ rafters, as you planned, it 
would possibly hold you up a day in 
exchanging them. Couldn't a delay 
like that cost you money?” 

“You see I have already offered you 
a service that you do not usually re- 
ceive—and you haven't spent a penny 
with me. Our service starts before you 
buy and continues on.” 

Scott said he left with the order. 
He “felt like I had sold the world.” 

Keep trying. The prize which can 
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come from persistency and patience in 
selling was told in another contest en- 
try. Dick Marshall, of Weaver Bros. 
Inc., Newport News, had called on a 
contractor for over a year, without 
offering cut prices. But he couldn’t 
seem to make headway. 

Then one day he and the contrac- 
tor were stopped parallel at a stop 
light on Jefferson Ave. in Newport 
News. Salesman Marshall yelled over, 
“Send me a dog-goned purchase or- 
der.” 

The contractor’s surprising reply 
was: “Send you one, H—! Come and 
get it!” 

Thereupon Marshall followed him to 
his office and in a few hours he walked 
out with a fine order for 28 houses, 
amounting to almost $3,000 _ per 
house. “He paid our firm more than 
his current purchasing prices and we 
have to date sold him over 70 houses 
since that time,” Marshall said. 

Winners. Salesmen who received 
cash awards in the Virginia contest 
were as follows: 

Lester R. Scott, Burton Lumber Co., Nor- 

folk, $100. 

Darrel Carpenter, Farmville Mfg. Co 

Farmville, $50 

Carlton R. Petty, Builders Supply Co., 

Petersburg, $40 

Ernest W. Minson, Ruffin & Payne Inc., 

Richmond, $30. 

Jim Bush, Building Supply Co., Martins- 

ville, $25. 

R. F. Snidow, Hodges Lumber Co., 

oke, $20. 

William B. Scott, Burton Lumber, South 

Norfolk, $15. 

Mrs. Veda C. Webb, Natural Bridge Lum- 

ber Co., Natural Bridge, $10. 

Ralph C. Keene, Bailey Lumber Co., 

couaey, $5. 

H. Walker Young, Farmville Mfg. Co., $5 

R. C. Marshall, Weaver Bros. Inc., New- 

port News, $5. 


Roan- 
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DON’T MISS THESE 


A promotion with 


REAL 


* Free Offer 


APPEAL! 


* Displays 


* Bargain Prices * Window Cards 


* National Ads me letiitelittia-balelit 


* Publicity 


* Giant Posters 


Carrying Case and 
Rip Guide - $15 Value ~~ 


Offered with an “all-new” Millers Falls anes Duty Saw at regular 
price. Three models with tremendous cutting capacity. Professional 
builder features. Full-power motors. Exclusive “Micro-Guide’®. 


Capacity 
Saw _ 4 


No. 747-74" 


Price of saw includes FREE case and rip guide 


FREE BENCH STAND and TABLE WITH 
VERSATILE JIG SAW 


A fast seller — and the fastest saw in its field. Cuts own 
starting hole in wood. Bench stand and table included 
for regular price of No. 480 saw alone! 
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No. 8006 


POWER BIT SET | Kamm VS” screwdriver 
Specie So worth $5.00 


10% Saving r 4 
6 high speed steel bits that owards a 


cut quickly through wood, 4 
steel, plastics. Even bore NEW DRIVER DRILL 


through nails. 34” to 1”. 








2 tools in 1! A power screwdriver, geared to 275 
RPM for high torque and easy control. Quickly 


REG. 3742 NOW $625 converts to a 44” drill. Pistol grip (No. 2860) and 


saw grip (No. 2660). 
ONLY $3495 plus any old screwdriver 








$300 OFF 


HEDGE TRIMMER (gem | 
ATTACHMENTS St MER Vip SPECIAL PRICE 


on No. 725 
NEST OF SAWS! 


No. 2150 No. 8821 
NOW $1125 NOW $925 e102 ONLY $300 


Specially reduced prices on 2 models. No. 2150 Pistol-grip handle with 3 interchangeable blades. 
fits any 14” drill. No. 8821 for use with Millers 8 positions. Cut steel, plaster, wood and practically 
Falls “888” power unit and Nos. 1114, 1115 anything else! 

and 1134 drills. 











$11 SAVING on a Langdon Acme Mitre Box 


The famous Langdon Acme, best mitre box you 
can buy! Rugged construction. “Oilite” bearings 
for smooth saw glide. 
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——Photos by American Lumberman 


HOFFA’S TEAMSTER PICKETS on strike against two building material firms show 
their front and back sides. The front-sided picket represents the strike against Mac- 
atee, Inc., Dallas, Tex. The back-sided picket, who vainly tried to evade the camera 
after threatening the photographer, represents the struck Aetna Plywood & Veneer 
Co., Chicago. The Macatee strike has been underway since May 12, 1958 and the 


Aetna strike since last July 22. 


Dealer Interest High on Labor 
Relations and Hoffa Campaign 


Lumber retailers are concerned 
about labor relations today, including 
the union drives by the Teamsters 
among lumberyards in certain areas. 

Heavy reader response to thé A.L. 
news roundup on the subject proved 
that more dealers than ever feel the 
need to prepare themselves for possi- 
ble unionization. 

The A. L. cross-country report on 
wage rates and union activities (March 
30th issue) was reprinted by the Ok- 
lahoma Lumbermen’s Association and 
distributed to its members. Several 
other associations mentioned the ar- 
ticle in their regular bulletins. 

Scores of dealers sent for a free re- 
print, “Solving Your Labor Relations 
Problems,” by H. Wayne Loer, a labor 
relations consultant. This reprint is still 
available from the editors. 

Dealer reaction. “The article on the 
proposed union drive for lumberyard 
membership is most timely as we are 
about to begin negotiations with Mr. 
Hoffa’s union for revision of the labor 
contract under which all of the local 
lumberyards operate jointly,” wrote 
Jack R. Kinnard, Sioux Lumber Co., 
Minot, N. D. 

J. D. Sheppard, Lingo Lumber Co., 
Dallas, Tex., wrote: “At this time we 
do not know whether we are threat- 
ened with labor troubles or not, but 
we would like to be as well prepared 
as we can, as we are liable to have 
trouble at any time in this market.” 

H. R. Northup, executive-vice pres- 
ident of the National Retail Lumber 
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Dealers Association, said he and his 
staff had found the March 30 report 
both timely and useful. 

B. Earle Sappington of Crosby Build- 
ers Supply Co., Vero Beach, Fla., re- 
quested the reprint, saying: “No diffi- 
culties so far and do not want any, 
so send me the reprint.” 

A fellow Florida dealer, John P. 
Butler of Butler Brothers Lumber Co., 
West Palm Beach, requested the re- 


print along with dealers from coast- 
to-coast. Butler added: “Your maga- 
zine is excellent and has been a stimu- 
lus to me.” 

Objection. With the favorable com- 
ment on the March 30 report came one 
objection. A Pennsylvania lumberman 
refused to talk to an A.L. reporter 
on the grounds that articles on union 
drives and wages should not be print- 
ed in the magazine. 

This dealer said he would use his 
influence to cancel subscriptions to 
American Lumberman for publishing 
news of Hoffa’s proposed campaign 
among lumber dealers. 

The labor report resulted ia more 
reader response than any other recent 
article except those on distribution. At 
presstime, dealer reaction to the 
April 13th article on imports was 
drawing scores of letters and requests 
for reprints of the editorial, “It Isn’t 
Funny Any More.” Further comments 
on imports will be published in the 
next issue. 


Railroads Delay Shipments 


A US. District Court in Des 
Moines, Iowa, has issued a perman- 
ent injunction against practices of one 
of the nation’s largest railroads which 
allegedly involved willful delay of 
lumber shipments at the request of 
mills. 

The court held that the railroad was 
guilty of intentionally delaying car- 
loads of lumber for 14 days by set- 
ting them on sidings along the direct 
route between point of origin and 
billed destination. 

The carrier is to appeal the ruling 
to the U.S. Supreme Court. Mean- 
while, the Interstate Commerce 
Commission has announced an_in- 
vestigation of similar practices by 
other roads. 





POLYETHYLENE CURTAIN—To control humidity and temperature without cutting up 
warehouse space, the Southern Hardwood Flooring and Plywood Co., Chicago, uses 
Visqueen polyethylene film for a draw drape curtain hung from ceiling. Dehumidifi- 
cation and heating units are inside. Walls and ceilings of the shed are also lined 
with the film. The idea in effect creates a series of controlled rooms. ‘This assures 
flooring contractors that material from us is in perfect condition,"’ said G. S$. Posta, 


president of Southern. 
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Make exira profits 
on every sale of cement 


You can make only a partial profit when you do not 
sell American Welded Wire Fabric with every order 
of cement. All permanent concrete needs good rein- 
forcement—that’s your chance to make a bonus profit. 
By selling American Welded Wire Fabric. American 
Welded Wire Fabric adds 30% to the strength of slab 
concrete. It’s a smart investment—your buyers want 
it. And it’s a good profit item for you. 

It’s easy to sell and we can help. A nationwide campaign 
is now promoting the sale of American Welded Wire 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Stee! Division, San Francisco, Pacific Coast Distributor 
Tennessee Coal & Iron Division, Fairfield, Als., Southern Distributors 
United States Steel Export Company, Distributors Abroad 
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Fabric. To generate local interest, American Steel & 
Wire will send you a free merchandising kit to help 
you tie-in with this campaign. This kit includes ad 
mats, brochures, and direct mail pieces. It will boost 
your sales of this quality reinforcement. Clip the 


coupon and send it in right now. 
USS and American are registered trademarks 


(iss) American Welded Wire Fabric 


American Steel & Wire 

Dept. 903, Rockefeller Building 

Cleveland 13, Ohio 

Rush me a merchandising kit, today, that will help me make extra 
sales and extra profits on American Welded Wire Fabric. 
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COMPARE 


XX strength ash handle not cut down at 
socket; retains 100% strength. Guaranteed. 


2 inches longer (11 inch) tabbed socket sup- 
ports handle and distributes the strain. 


Extra thickness (13 gauge) at frog where 
shovels need extra strength. 


Blade tapered to sides (17 gauge), saving 
weight. 


Extra thick (13 gauge) in center all the way 
to the cutting edge, where other shovels 
wear out faster. 


You don’t have to ask $55° to $600 
for the top grade when you sell 


RAZOR-BACK 


The only shovel forged with an extra thick backbone clear down to 
the cutting edge, RAZOR-BACK undersells by at least a dollar any 
premium grade shovel that even approaches it in strength. Shovels that 
compete with RAZOR-BACK in price are not built to do its work. 
Sell the RAZOR-BACK. It pays you your full profit; it guarantees 
your customers more service for their money than any other shovel 
on the market. You need stock only 4 patterns for 90% of your 
business. Speeds turnover. Order from your wholesaler. 


THE UNION FORK & HOE COMPANY « Columbus 15, Ohio 
Makers of Green Thumb Lawn and Garden Tools 
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Retail or Wholesaler 
Responsible for Sales? 

Some dealers have expressed an 
opinion that the wholesaler needs 
to offer more sales aids to the dealer 
and, in effect, do the selling for him. 

But Jack Kahan, vice-president of 
Interstate Lumber & Mill Corp., Bry- 
am, Conn., doesn’t go along with this 
idea. 

“I maintain that the yard has the 
basic responsibility of selling the mer- 
chandise it buys,” Kahan says, “and 
that a wholesaler and his salesman can 
only do so much.” 

Kahan feels that with the pre-sell- 
ing by national brand manufacturers, 
retailers and not wholesalers are 
charged with the responsibility of 
strong merchandising at local level. 


Wood Gluing Progress Told 

Recent developments in wood glu- 
ing and laminating, plus a glimpse of 
things to come in gluing, are told in 
a newly published booklet, issued by 
Wood & Wood Products, affiliate pub- 
lication of American Lumberman. 

The 24-page booklet reports lami- 
nating progress and a report of a rev- 
olutionary new process for laminat- 
ing beams. Also included are des- 
criptions of 38 new and improved 
gluing products, 16 new gluing ideas 
collected by the magazine’s editors, 
and new developments in _high-fre- 
quency electronic gluing. 

The booklet will be of interest to 
mill and cabinet shop men as well as 
to lumber executives. Available for 
$1. per copy, postpaid, from the Edi- 
tors, American Lumberman, 59 E. 
Monroe St., Chicago 3, II. 


Polyethylene Price Dip 

Prices have been reduced on Cov- 
erall, an extruded polyethylene sheet- 
ing produced by Warp Brothers, Chi- 
cago. Increased efficiency from a 
new extrusion plant is the reason for 
the reduction, according to president 
Harold Warp. 


FOR HARDWARE 
STORES — David- 
son McNair Co., 
Peninsula, Ohio, is 
promoting the self- 
self display of pre- 
cut hardwoods to 
hardware dealers. 
The company 
states that the ‘‘re- 
tail prices are low- 
er than lumberyard 
or millwork mini- 
mum prices’’ and 
yet the hardware 
dealer can earn a 
40% profit. The 
display unit is of- 
fered free. It holds 
an assortment of 
ash, maple and oak woods in lengths 
from 2 to 4 feet and in widths from 2 
to 6 inches. 
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SELL THE fis « 
CUSTOM LOOK WITH joy 
GEORGIA-PACIFIC 19 
FAMILY-PROOF |) jm 
PANELING! |) 





NEYTONE OAK - GREYMIST ASH - BLONDE OAK - ADIRONDACK BIRCH - BLONDE CATIVO - AMERICAN CHERRY - PHILIPPINE MAHOGANY - FLAME GUM - AMERICAN BLACK WALN 


Georgia-Pacific, Dept. ALBP559 


This wide line of handsome hardwoods offers your customer a distinctive, 
e Equitable Bidg., Portiand, Ore. 


practical way to individualize her home. And you make a solid 50% 


: . F . : Please send me complete information and sellin 
profit on your cost with Georgia-Pacific Family-Proof Paneling! . . 


tools for GEORGIA-PACIFIC Family-Proof Paneling. 
National advertising helps pre-sell Georgia-Pacific “customizing” in Living 
for Young Homemakers, Better Homes & Gardens, House Beautiful Building 
Manual, House & Gardens Book of Building. And every ad presells for you. 


Name 
Firm 


Family-proof finish helps close the sale! Hair tonic, household chemicals, 
grease, ink, paint, mercurochrome, cleaning fluid, turpentine, boiling 
water can’t harm the durable finish. The luxury look of this paneling 
lasts longer, costs less over the years than any other wall covering! 


0 


City. 


eee eee PSE SES SCC SCOCCOOC CCS eee 


New selling tools for you! Color booklet offers fresh ideas for every room. 
“Sample sheet” gives your customer big swatches to try against her wall. 
Call your local G-P source for your new selling tools, or write today. 


OP GEORGIA — PACIFIC 


. Redw 


1 imbe « Hardt ard 
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“Our Ford T-800 delivers 2 houses per 
trip-helps us cut costs all around!” 


says Frank Braithwaite 


Yard Superintendent, Erb Lumber Co. 
Royal Oak and Livonia, Michigan 


“Total maintenance expense during the 
past year of operation was only $286. 


“Our Ford Tandem platform-dump pulls a 4- 
wheel roll-off trailer and can deliver all the 
material to rough in two houses every time it 
leaves the yard. We use fork lift trucks to as- 
semble each house order into two packs, which 
are then loaded on the delivery trucks with a 
high-lo unit. This not only makes our yard oper- 
ation more efficient but also greatly reduces the 
loading time. Our T-800 driver has delivered as 
many as eight houses in a single day. 


“We need a big truck to handle these heavy 


. eee 


loads since we deliver right to the job site. Our 
experience with this Ford Tandem has convinced 
us that it’s the right truck for our work. A check 
of all the bills at the end of the year showed 
that it was ahead on all counts—operating ex- 
penses were lower than any of our other units 
and total maintenance cost including tune-ups, 
switching tires, etc. was only $286.00. 


“The only true way to gauge costs is to check 
them against production. We've done this and 
the results prove Fords are our best buy! Our 
business is expanding all the time and we intend 
to add one or two trucks each year until we are 
100% Ford.” 





- 
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FORD TRUCKS COST LESS 


LESS TO OWN... LESS TO RUN... LAST LONGER, TOO! 

















._ aa 


All tests 
conducted and results 


CERTIFIED PROOF «=f CERTIFIED 
independent automotive 
FORD TRUCKS = eernromniston’ 


Ford Division, Ford Motor Co. 
Detroit 31, Michigan 
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‘59 Ford Pickups beat average 
mileage of other leading makes by 
25.2% in Economy Showdown U.S.A. 


Here at last is certified proof of the differences in gas 
mileage between six-cylinder pickups . . . evidence 
that you can use in your operation. 


It was compiled by America’s foremost independ- 
ent automotive research firm after testing 1959 six- 
cylinder, %-ton pickups of the six leading makes. All 
trucks were bought from dealers—just as you would. 


The tests paralleled every kind of driving — high 
speeds and low, open highways and city traffic, even 
door-to-door delivery. And in every test, ‘59 Ford Sixes 
delivered more miles per gallon than any other make. 
Here are the actual percentages: 





HOW NEW ’59 SIXES RATE IN GAS MILEAGE 





25.2%131.1%| 9.6% |42.6%|22.0%| 25.2% 
more miles | more miles | more miles | more miles | more miles | more miles 
per gallon | per gallon | per gallon | per gallon | per gallon | per gallon 
than Make | than Make | than Make | than Make | than Make | than the 


oe “ap “Gg” ory oe ve average of 


all mokes 





























Taken together, Ford got 25.2% more miles per gal- 
lon than the average of all other leading pickups! 


What’s the secret of Ford’s economy? First, of all 
pickup sixes, only the Ford Six has modern Short 
Stroke design which reduces engine friction and thus 
requires less fuel. Second, to this modern engine, Ford 
has added a new economy carburetor to meter fuel 
more precisely in both high- and low-speed ranges. 


See your Ford Dealer for the complete report of 
Economy Showdown U.S.A. Visit him today and get 
the whole story firsthand. 


NOW! DURING DIVIDEND DAYS AT YOUR FORD DEALER’S... 


Go FORD WARD for savings 
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Sales Training Course Announced 
‘ For Lumber Wholesalers 


Any wholesaler, manufacturer or 
commissionman who sells lumber and 
wood products can enroll in a new 
sales training program to be spon- 
sored by ‘thé National-American 
Wholesale Lumber Association. 

There will be 36 meetings personal- 
ly conducted by Sidney “Edlund, sales 
training specialist, in nine different 
regional centers. The program will 
start in September and run through 
May, 1960. Each month will be de- 
voted to a single topic. 


Subjects will include building a cli- 
entele; customer relations; human re- 
lationships; competitive factors; ap- 
plying technical knowledge; pricing; 
credits and collections; terms and re- 
cruitment. 

The course will be available by 
mail, according to Don R. Meredith, 
president of the association. For in- 
stance, on the subject, “Building a 
Clientele,” the student will receive 
presentations about selling lumber 
and millwork to a dealer, hardwood 





Bold new idea... big sales appeal! 


VELVET-GLIDE 


With Exctusive New 
TRAVERSE ROD“ 


Now you can tell customers that folding 
doors of wood or wood-framed materials need 


Top guide locks to 
traveler on traverse 
rod and ‘‘floats”’ in 
door panel — can’t come 














Spring-loaded top piv- 


to a furniture manufacturer, crating 
to an industrial, etc. 

Announcement of the course will 
be made during the association annual 
meeting at the Shoreham in Wash- 
ington, D. C., May 19-21. Address 
inquiries to National-American Whole- 
sale Lumber Association, 3 East 44th 
St., New York 7, N. Y. 


NRLDA Exposition Off 
To a Fast Start 

Nearly three-fourths of available 
exhibit space has been sold for the 
1959 Exposition of the National Re- 
tail Lumber Dealers Exposition, ac- 
cording to Oertell Collins, Exposition 
general chairman. 

Twenty-two of the firms are new- 
comers to the Exposition, it was said. 

Chairman Collins, a Savannah, Ga., 
lumber dealer, said: “We believe that 
industry suppliers are beginning to 
recognize that dealers are the real 
key to the building material market 
of the 60’s. For this reason many 
are putting the NRLDA Exposition 
first to exhibit their new products.” 


Dry Lumber Ratified 

More than 95% of 798 Southern 
cities have voted in favor of the dry 
lumber standard, according to the 
Southern Building Code Congress. 

The dry lumber measure places a 
19% moisture content limit on house 
framing lumber. Ratification by mem- 
ber cities was the final step for in- 
clusion of the measure in the South- 
ern Code. Previously it had been ap- 
proved by both Engineering and Re- 
search committees of the S.B.C.C. 

M. L. Clement, executive director 
of the Congress, said that in many 
instances there were attempts to bring 
political and economic pressure on 
the public officials by shippers of 
green lumber. 


never come out of alignment! Leigh engi- 


neers have replaced the troublesome top track 
of conventional folding door hardware with Lumberyard Mystery 


a fail-proof traverse rod! Door panels glide Robert W. Fredin, Westlake, Ohio, 


with unvarying accuracy — open smoothly o_o spore se =r) — — 
and close tightly, even in out-of-square ma Ce Se von 
openings! CV charged with forging an endorsement 
Taree a’ ; : on a $517.11 company check and 
And sell time savings, too! Hardware is with swindling a woman out of $2,- 
easily attached to panels, and spring-loaded Po 400 on some phony financing papers 
pivots and guides quickly snap the panels I When the lumber company went 
into the door opening. Nothing can come out into bankruptcy last year, it carried 
Pivot brackets are ’ 

spring-loaded for 

smooth, tight closing ac- 

tion with no center gap 


ot is easily snapped into 
bracket 














of alignment — your customer makes no ex- with it a dozen clients of attorney 
pensive call-backs. Set contains everything 
needed for installation, and is available with 
choice of bottom track or ski aligners. Sizes 
for all standard openings. See your Leigh 
jobber or write for full details. 


LEIGH BUILDING PRODUCTS 
Division of Air Control Products, Inc. 
1859 Lee Street Coopersville, Michigan 


Thomas A. Ryan who put in about 
$350,000 for worthless financing pa- 
per they now hold. Fredin said he 
just carried out orders from Ryan. 

Nobody can discover where the 
$350,000 is today. 


Lumberyards Sell Carpets 
At least two retail lumber dealers 
are successfully selling carpeting. In 
Bellingham, Wash., the Columbia Val- 
ley Lumber Co. reports good sales of 
*Pat. Pend. carpeting as part of its interior deco- 
ra rating department. In San Antonio 
BUILDING PRODUCTS Texas, the Olmos Lumber Co. has 
— yee cone doubled its area to make room for 

- i-fo ors i i 
Outdoor Accessories , . icaieianies wre displays of Carpeting as | well = 
Ventilating Fans Range Hoods vinyl flooring. H. A. Jimmy Scholl 
_ Felding & Sliding Door Hardware of Olmos has five crews busy in this 
end of his business. 














Spring-loaded bottom 
guide maintains constant 


In Canada: alignment 


LEIGH METAL PRODUCTS LTD. 75 York St., London, Ont. 


Awnings & Canopies 
Cioset Accessories 
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Firms Expand and Merge 


* Black & Decker Mfg. Co., Towson, 
Md., announces the formation of a 
new subsidiary, Master Power Corp., 
which has acquired all the assets of 
Master Pneumatic Tool Co., Inc., of 
Bedford, Ohio, and its subsidiary, 
Master Pneumatic Tools (Canada), 
Ltd. 

¢ U. S. Plywood Corp., New York 
City, has opened its 118th and 119th 
branch distribution centers in Boise, 
Ida., and Three Rivers, Que. The Boise 
branch is the result of U. 8. Plywood’s 
acquisition of Plywood Wholesalers, 
Inc., which was formed in 1950. 


* Darworth, Inc., Simsbury, Conn., 
producer of Cuprinol Wood Preserva- 
tive, has purchased Redi-Trim Mfg. 
Co., as part of an expansion plan to 
offer a diversified line of building 
products. Redi-Trim, a precut ply- 
wood valance board, is available in 
several scalloped designs for use on 
windows, shelf edges, wall trim and 
many other areas in the home. 

¢ Harbor Plywood Corp., Aberdeen, 
Wash., recently opened a 50,000 
square foot office and warehouse in 
Memphis, Tenn., under the direction 
of J. D. Prince. President Martin N. 
Deggeller now reports Harbor has pur- 
chased Lundgren Door & Plywood, 
Fresno, Calif.; Lundgren Wholesale 
Supply, Yakima, Wash., and Van- 
couver Door Sales, Phoenix, Ariz. 

* Tek-Bilt, Hackensack, N. J., an- 
nounces the opening of new facilities 
in Fair Lawn, N. J., totaling 65,000 
square feet of plant space. “The new 
plant will be used for manufacturing 
as well as for warehousing of raw ma- 
terials,” says president Sam Rapoport. 





Distributors Announced 


Weather-Proof Co., Litchfield, IIl., 
announces that Harbor Plywood Corp., 
San Francisco, is a new West Coast 
distributor of its Wepco building prod- 
ucts. These products include a new 
Wepco self-storing prehung door and 
Californian screen door. 

Lee Millwork Corp., Fair Lawn, 
N. J., has named Binswanger & Co. as 
distributor of its Lee Bow Window. 
Manufactured in 10 stock sizes, the 
window will be carried by Binswanger 
branches in Richmond and Roanoke, 
Va.; Greensboro and _ Fayetteville, 
N. C.; Greenville, S. C. and Macon, 
Ga. 

Wood-Mosaic Corp., Louisville, Ky., 
announces that Huttig Sash & Door 
Co., St. Louis, Mo., will distribute its 
hardwood flooring line through Huttig’s 
14 branch offices. Wood-Mosaic pro- 
duces wood floors ranging from hard- 
wood strip to solid and laminated 
block. Other recent distributor appoint- 
ments by Wood-Mosaic include: In- 
land Flooring Distributors, Chicago, 
for the Chicago and Rockford areas; 
Floor-N-Wall Distributors, Inc., New 
Orleans; and Weyerhaeuser Sales Co., 
Louisville, Ky. 
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TRACK & HANGERS 


.--ideal for sliding doors 
on garages, barns, 
industrial and 
commercial 
buildings! 


for the 
important 


sliding door 


market with... 














FEATURES... 


@ TRACK FINISHED IN GRAY ENAMEL... 
AVAILABLE IN STANDARD LENGTHS OF 
4’ THROUGH 10’, TRACK FEATURES 
“ATTACHING EARS" ON 12” CENTERS. 
NO NEED TO STOCK ATTACHING 

R-W “EaR-Way” Track and Trolleys offeraneasy BRACKETS. 

to merchandise—easy to inventory—easy to sell . RUGGEDLY CONSTRUCTED OF 16 

product to help you capitalize on the sliding door GAUGE STEEL. . . BOSSES HOLD TRACK 

market... a market that offers a great potential AWAY FROM BUILDING ALLOWING 
for sales. R-W “EaR-Way” Track with “attaching FREE PASSAGE OF AIR. 

ears” as an integral part of the track eliminates . top.quality AT AN ECONOMICAL 

the need to inventory attaching brackets, bolts, —_ price, 

etc. All you need is track, connecting brackets and , rpicKns ON R-W HANGERS CADMIUM 

trolleys and you are in business ... sufficient lag — pratep (not electro-zinc plated) FOR 

screws included with each order. Stock-up now = EXCELLENT RESISTANCE TO RUST AND 
with top-quality, but economical, R-W “EaR-Way"” CORROSION... ASSURES DEPENDABLE 

Track and Trolleys. SERVICE AND EASY OPERATION, 








PARALLEL 
DooRS 





SINGLE OR 
BI PARTING 
DOORS 


FOR ADDED PROFITS . . . R-W offers a complete line of QUALITY hardware items 
including: “LOCK-JOINT” Track and Hangers; Weatherproof Barndoor track and hangers; 
Latches; Hasps; Door Bolts; Flush Pulls; Door Handles; Stay Rollers; Binders; Floor Guides; 
Hinges in a broad assortment of types end sizes; Studding Socks, complete hardware 
kits for sliding doors, Industrial Doors of all types and Electric Door Operators for 


Residential and Industrial Doors. 
WRITE Richards-Wilcox 
MANUFACTURING COMPANY 


TM! 
“A HANGER FOR EVERY DOOR THAT SLIDES” 


for complete informa- 
tion. Request Catalog 226 W. THIRD STREET ° AURORA, ILLINOIS 


No. 400R. 
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American Lumberman, May 11, 


BUILDING COSTS ARE RISING with materials, labor and overhead costing 3% more 
to build a given home than a year ago. This does not reflect the cost of 
land, which has become even more expensive. 
Wholesale prices of building materials are now 4% above a year ago with a 
wide range of changes for individual products. Fir plywood is up 12%; 
gypsum products 5%; clay products 3%; cement 1%. 
Wage rates for building mechanics now average a 6% increase over 1958 and 
many further increases are scheduled under long term labor contracts. 
Carpenters will get 30¢ an hour more in Baltimore; 20¢ in New York City; 
174¢ in Pittsburgh and New Orleans; 15¢ in Minneapolis and 10¢ in Chicago, 
Cleveland and Dallas. 
Hourly earnings for the building trades have risen from $1.94 in 1949 to 
$3.19 in 1959 -- a 65% increase. During the same period building material 
prices increased only 30%. 


DATES FOR NATIONAL HOME WEEK have been set for September 12-20 this year. 
Sponsors predict the promotion will be the biggest yet because strong 
merchandising seems indicated for the fall season. 


FHA PROMOTIONAL DRIVES in Vermont and West Virginia to educate the public on 
the advantage of Title I met with great success, will be expanded nation- 
ally. The newest U. S. survey shows we now have 50 million existing homes 
with 66% from 20 to 30 years old and 45% built before 1920. Of these 
30 million haven't been painted in 10 years, 16 million have no central 
heating and 94 millions lack bath tubs. 
Kitchens lead all other remodeling with 510,000 complete kitchen cabinet 
installations made in 1958. Experts estimate that at least one million 
installations per year by 1965, or about $1 billion yearly in sales. 


TUCSON'S CITY COUNCIL has streamlined their inspection practices. Now city 
building inspectors can accept copies of house inspection reports made 
by FHA or VA inspectors, instead of separate inspections by the city. 
The city will retain final approval, however, and city inspectors will 
spot-check for violations. 


MEN WILL BE INCLUDED IN the third Women's Housing Congress next fall at 
Washington. The goal is to have man-and-wife teams from 100 different 
cities come to the Capitol and tell the housing industry what they 
want in their homes. The theme will be, "Family and the Home." 

NAHB and other sponsors hope the men will stabilize this Congress -- 
lead to more practical ideas within the budget-range of the typical 
family. As one veteran builder commented last year "they want a house 
worth $28,000 for $14,000." 

THE VOLUME STILL IS LOW-PRICED homes. Typical buyers of houses in 1958 paid 


$14,207, assumed a $12,697 mortgage to be paid for in 27.3 years at 

$96.10 a month. FHA said the buyer earned on the average $6,803. 
PLENTY OF MORTGAGE money but at higher rates is indicated by two separate 

surveys. FHA says the average interest rate on conventional mortgages 

moved from 5.75% January 1 to 5.8% in April. 

The National Association of Real Estate Board agreed and added that 

they noted lower down-payments in the first three months of 1959. 


BUYERS OF NEW HOMES spend $1,569 the first year to furnish and equip it 
according to the University of Houston. 
Furniture came to $635, kitchen appliances totaled $290 and $224 was 
spent for yard tools and labor. Two-thirds of the families spent $183 
for draperies and the biggest single outlay, averaging $518, was for 
carpeting. American Lumberman editors, incidentally, are learning of 
many more dealers each month handling carpeting. They sell it for new 
homes controlled by the yard, on remodeling jobs and across the counter. 


1959 



























































May 11, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





and 
u . 
*iie 
ppro , 7, 
O 7 
00 
ding . 
t 9 








3 
ga 
) 
| 
2) 
oad 





GENEL wood pe 





























q 
<¥- 
4 ~ 
’ . 
‘ a 
% a 
By 
D ' : 
+ 
S " d pa wit 
Sle old ‘i 
9 age : 
4 
D o nails 
O da 
fi ; 
# , 5 
4 i? a 
/* > 
WT 
¢ 
{ ok 
se 
=e SS } 
— 
2 - s 
rae oe . 
y om C4 
‘ 4 ' 
‘Whee — 
a Senet — - agmephtt = 
9 
G 000 p ned ’ | ; 
D , 
Roddis P 
D 


MAJOR TREND REPORT 


SALES CONTROL 
THROUGH LAND 


Sales control with land is the strongest, most pronounced 
dealer trend in this industry today. In a new continuing series 
of articles, starting in this issue, American Lumberman will 
present the most complete reports and analyses of dealer opera- 
tions with land ever published by any magazine in this field. 


An inventory of building lots or subdivisions is now shaping 


up as your most potent sales weapon for controlling the sale of 
lumber and building materials. The many reasons why this is 
so will be fully pinpointed in future issues. 


Other proven ways for controlling the sale on home build- 
ing—financing, component fabrication, sales promotion and 
package merchandising—will also be completely documented 
in this new DSC series. With many of these dealer features 
either completed or being researched, we can promise you some 
of the most exciting and encouraging reading in years is just 
ahead. 


See page 7 for editorial on 
“DSC”—Dealer Sales Control 
































MOSER HIGHLANDS 
VETERAN LAND DEVELOPER Harold E. Moser, Moser Lumber , ; . 
Co., Naperville, Ill., began buying land in 1955 when a short- | In Naperville mil MODEL HOMES ON DISPLAY 


age of sites brought to a halt all home building in his com- 

munity. Moser now has enough land for a 15-year period. He LIKE A PARK—windi 
has supplied material for 290 homes on the 130 acre tract a Detage 1a ve « tag 
shown above. Another 250 houses will eventually complete this sa atelie aheaes 
tract. Moser has still another land development project where OUTDOOR FUN—hoge community swimming 
450 homes have been built. Photos here show homes under Ren i pa hee ete Se 
construction by Moser’s contractor-customers. Typical Moser 
Highlands ad is at right. 
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TRANSPORTATION — fast, air-con 





i ; 


Cod 
— 


; ii 








Dealer Sales Control Through Land—Part 1 
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R. T. ARNOLD LUMBER CO's ‘‘Towncrest Village’’ development, Adams, Mass. 


Land Activity by Dealers 


ing dealer efforts to get in the 

front seat on home building 
(A.L., January 5, 1959), we comment- 
ed that nobody knows precisely how 
dealers own land. 

We began a survey last January 
and exact figures will be available 
later this year. It is clear, however, 
that the number of retailers buying 
individual lots, sizable plots of im- 
proved land or raw land for develop- 
ment, has the dimensions of a major 
trend affecting the marketing of new 
homes. 

The extent of dealers owning or 
controlling land will be a surprise to 
many dealers, wholesalers and manu- 
facturers. Lumber dealers have dabbled 
in real estate for years. What we have 
discovered, however, is not dabbling, 


J. C. AMES LUMBER CO., Streator, Ill., tied land development to civic growth. E ARLIER THIS YEAR in report- 








DAWKINS BUILDING 
SUPPLY CO., Jackson- 


ville, Fla., 


active in 


land for 12 years. 


SEALE LUMBER CO’s ‘Drexel Hills’ land development, Birmingham, Ala, 


s a Country-wide Trend 


but sustained, long-range buying of 
land for sound business reasons. 

Further, proving the prediction of 
an evolving trend is a simple fact. 
Dealers are working with land in 
every state, every size city across the 
country. Some of the most dramatic 
dealer land stories we are preparing 
for publication are in cities under 
10,000 population. 

Controlling the sale. Self-preserva- 
tion was the most frequent reason 
given American Lumberman by deal- 
ers getting into land. With improved 
land short in most areas, the retailer 
with land gets the orders for house 
jobs at profitable prices. 

Still thinking of survival, dealers in 
land also point out their future is tied 
to the growth of the communities 
where they operate. If improved land 


for homes is not available, local in- 
dustry cannot expand and new plants 
will not be built. Dealers are aware 
that many giant corporations are de- 
centralizing and erecting new facilities 
in smaller cities, where the labor sup- 
ply is skilled and wage rates are lower. 

Triggered by new competition. If a 
local community is growing, it at- 
tracts outside competition. Dealers 
getting into land are doing so to dis- 
courage the entry of prefabers, project 
builders and cash and carry’s in their 
territory. 

One eastern dealer now has an 
extensive land program underway, but 
a short delay resulted in a big cash- 
and-carry in his back yard and the 
loss of several prime builder accounts 
who decided to erect prefabs, because 
they were offered land by the prefaber. 
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Small and medium-sized builders 
are equally aware of the new com- 
petition they face from prefabers and 
project builders as we near the boom- 
ing 60’s. In many areas, only the 
retailer is the source for financial 
stability, new building and merchan- 
dising ideas. 

Cash from the community. When 
the dealer has limited cash for land, 
he is becoming a prime mover in 
raising money from other local mer- 
chants who realize their prosperity is 
tied to civic growth. 

2 Mead, Fort Morgan, Colo., 
for example, has a land program sup- 
ported by the local druggist, feed 
dealer, dry cleaning retailer and other 
merchants in his city of 9,000 people. 


(continued on page 64) 
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LANDGRAF LUMBER CO., Cape Girardeau, Mo. has now begun its fifth subdivision. 
Scene above is the firm's fourth development. 


Thompson Lumber Co., Cham- 
paign, Ill., began a similar program in 
1956. This firm got financial support 
from a doctor, heavy construction 
contractor and a road builder. 

Jim Brown, J. C. Ames Lumber 
Co., Streator, Ill., got money from a 
local savings & loan after sparking a 
city referendum for new schools and 
a sewerage plant tied to his land 
development program. 

Dealer land cooperative. There is 
a pronounced trend toward coopera- 
tive land development by dealers in 
some areas. For example, in the mid- 
west a group of dealers have organ- 
ized Lumber Developers, Inc. for the 
purpose of developing raw land into 
building sites. 

This group of about eight dealers 
will start developing raw land within 
30 days. Their suburban location will 
eventually have 150 suburban build- 
ing sites. 

Jack Nowell, president, Nowell 
Lumber Co., Cleveland, Miss., shares 
the cost of land development with sev- 
eral other dealers in town. 

“We should have started doing this 
years ago instead of fighting amongst 
ourselves for the best lots,” he says. 
Nowell has been in land development 
himself for about seven years. 

Keep on buying land. Once dealers 
begin buying land they usually con- 
tinue because of the benefits. 

Paul R. Ely, Ely-Hoppe Lumber 
Co., N. Platte, Nebr., formerly presi- 
dent of NRLDA, started developing 
land three years ago and now has 60 
acres practically completed. 

“Earlier this spring we purchased 
another 150 acres of land and we are 
now in the process of starting to 
develop this new property, he said. 
“It will include a school, a church and 
shopping center along with districting 
to take care of several types and price 
ranges of homes. 

“Our past and present planning fits 
in very nicely with your editorial 
series labeled DSC.” 

D. C. Dawkins, Jr., Dawkins Buiid- 
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ing Supply Co., Jacksonville, Fla., has 
been active with land for nearly 12 
years. 

“Our entrance into this field came 
after we analyzed our shrinking mar- 
kets and rather than looking upon the 
trend as a deplorable thing, we looked 
upon it as an opportunity and have 
never had cause to regret it. I feel 
sorry for the dealer letting contractor- 
customers dictate their prices and 
policies.” 

The R. T. Arnold Lumber Co., 
Adams, Mass., winner of American 
Lumberman’s 1957 Home Merchan- 
dising Contest, purchased 110 acres of 
land in 1953 and developed a project 
known as Towncrest Homes, Inc. As 
illustrated, Arnold’s land has winding 
streets and good-sized lots, which en- 


courage the building of top-quality 
homes. 

In the deep south, Seale Lumber Co., 
Birmingham, Ala., began buying land 
in 1948. Additional land has been 
purchased and used for speculative 
homes erected by the firm and for 
re-sale to independent contractors. 
Bedford Seale, president, explains his 
position in land this way: 

“We lumber dealers let project 
builders take away a good deal of our 
business after World War II, because 
we did not get fully into controlling 
the sale of land for projects. We don’t 
plan to let this happen again.” 

Old “pro”. Harold E. Moser, Moser 
Lumber Co., Naperville, Ill, with 
land experience dating back to 1941 is 
regarded by many dealers as the real 
“pro” combining as he does land own- 
ership with a complete merchandising 
program for builders. Moser’s adver- 
tising, see this section, brings the pro- 
spects directly to his development. 
Moser also runs cooperative advertis- 
ing for contractor-customers. 

A land shortage in 1955 brought 
Moser actively into land development. 
His influence on the community has 
sparked new schools, shopping centers, 
a swimming pool, golf courses, water 
and sewerage facilities. 

Vernon H. Landgraf, L. H. Land- 
graf Lumber Co., Cape Girardeau, 
Mo., describes the main reasons for 
dealers in land development this way: 

“Since entering land development 
in 1954, we definitely control the sale 
from start to finish. No longer are we 
forced to give away our profits.” 

Landgraf’s first undeveloped land 
was purchased in 1953. The next year 
homes started to go up. Since 1954 he 
has developed four small subdivisions 


HENDERLONG LUMBER CO., Crown Point, Ind., has developed ‘‘Fairview”, a tract 


of quality homes. 
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LAND CONTROL 
(begins on page 60) 





having 118 sites. Two weeks ago land 
was bought for a fifth subdivision. 

Landgraf’s newer developments are 
near schools and fire protection. “Pro- 
spective homeowners and contractors 
will pay more for these services rather 
than for property in a half-developed 
addition, he explained. 

The Missouri lumberman added: 

“We have learned that it takes two 
types of developments and they must 
be separate. One is for low or medi- 
um-priced homes. The other restricted 
to higher priced homes. 

“Average price of homes built in 
our subdivisions are from $14,000 to 
$16,000 and from $18,000 to $23,000. 
In our newest tract we hope to get into 
the $8,000 to $12,000 class of homes. 

“We don’t build any of the homes. 
As a starter we might get financing 
for certain contractors.” 

Signs are erected on each specula- 
tive home with the names of Landgraf 
Lumber and the individual contractor. 
The lumberyard promotes each tract 
in newspapers and on highway bill- 
boards. 

One advantage of a_ subdivision, 
said Landgraf, is its power to pull 
orders for homes on scattered lots. 

“For every house built in a sub- 
division, we sell a duplicate elsewhere 
in town,” he said. The subdivision 
houses act as models, which spur 
owners of lots into action. When they 
duplicate a subdivision house, the 
materials order naturally goes to Land- 
graf’s. 

“We furnish materials for far more 
houses because of our land develop- 
ment than we ever would if we had 
no land for sale,” says Harold Hender- 
long, president and general manager, 
Henderlong Lumber Co., Crown Point, 
Ind. 

“Without land, we’d have to com- 
pete on price alone. With land, we 


SWAN & BAHNSEN LUMBER CO., Moline, 
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sell at our book price and sell every- 
thing going into the house,” Hender- 
long added. 

This firm has been developing land 
for nearly 20 years. The first tract 
was a 135 house parcel developed in 
three sections to compete with a pre- 
faber. Since then, Henderlong has de- 
veloped land into as few as 29 lots, 
as large as 40 acres. Currently two 
subdivisions are active and a third is 
being considered. 

Land sells homes. Louisiana (Mo.) 
Lumber Co. got into land development 
several years ago when Mrs. Will Ella 
Maher, president of the company, got 
mad because an out-of-town contrac- 
tor had come into town “to build 
houses when local folks couldn’t do 
it.” The out-of-town contractor 
couldn’t do it, but Louisiana Lumber 
Co. could and did. They bought de- 
sirable land, named it Arrow Acres 
and set up an organization to sell lots 
and build homes on them. The last lot 
in Arrow Acres was filled recently 
and another subdivision tackled by the 
company has 12 homes occupied or 
under construction. 

“We've built 22 since the out-of-town 
contractor came and as he didn’t stay, 
we are taking up his subdivision where 
he stopped,” she reports. In addition, 
the company is working on a split 
level home in a subdivision at Hanni- 
bal, Mo., north of Louisiana. 

Louisiana Lumber Co. operates in 
a town of 4,379 population, 80 miles 
north of St. Louis. Business there is 
good. The mayor reports 12 new 
industries have opened in recent years. 
The company feels land, financing and 
labor are “building materials” just as 
much as lumber and roofing. 

The result of this philosophy: 
“We've built more homes here in the 
last 12 months than anyone else.” 

Bahnsen sums it up. “When we 
started business following World War 
II we had two courses we could 
follow,” says Bob Bahnsen, owner 
Swan & Bahnsen Lumber Co., Mo- 
line, Ill. “We could cut prices and 


SE Ege ee OS ss SORE SS. poe aire | 


Ill., develops tracts averaging 50 to 75 
building sites. Owner Bob Bahnsen says he prefers to create business, not cut prices. 


LAND HO! 


More lumber and building prod- : 
uct dealers are discovering land 
every day, using it to control the 
sale of materials at a profit. 

The next three issues of Amer- 
ican Lumberman will contain de- 
tails of outstanding land programs 
by dealers. : 

Your own comments on land | 
control by the retail yard will be | 
welcomed by the editors. : 


steal other dealers’ customers or we 
could create new business. We chose 
the latter.” 

Bahnsen keeps his eyes open for 
suitable undeveloped land. He con- 
siders the price brackets of building 
lots most in demand. In the Moline 
area, the big scarcity is the $2,000 
bracket. Also he must keep in mind 
the price requirements of his builders. 

The size tract feasible for develop- 
ment ranges from six or eight lots up 
to several hundred. The average tract 
developed by Bahnsen has produced 
50-75 building sites. 


Capital needed. The purchase of 
raw land cannot be financed by a 
mortgage. Therefore, the dealer needs 
cash or a good line of general credit 
in order to swing such deals. However, 
under current federal income tax laws, 
it is the rare owner who demands all 
cash. The usual deal calls for 29% 
of the purchase price in cash; the 
balance payable in the next four years 
or more. 

The reason: if the land seller keeps 
his first year’s receipts from the sale 
below 30%, he can call the deal an 
installment sale; he then pays capital 
gains tax only on the payments as 
they are made, rather than on the 
entire sale price. 

Costs of land development are high, 
Bahnsen reported, and going higher. 
A good saleable development must 
have paved streets, gutters, all utilities 
in place and paid for, so that no 
special assessments will be needed 
later. 

Hire a land planner. Bahnsen hires 
an engineering firm to do the actual 
land development planning for him. 
He guides them in their work so they 
will produce the type of “merchan- 
dise” he seeks. 

The cost of competent land plan- 

ning includes the actual costs of the 
survey, topographic map, staking out 
lots, plus a fee of 742% of the cost of 
the improvements. This averages from 
$100 to $120 per lot in Bahnsen’s 
case. 
“In the properly planned develop- 
ment, getting financing for home 
building is easy,” Bahnsen said, em- 
phasizing the need of doing a sound 
job in this phase of the work. 

Bahnsen usually aims at producing 
finished building lots, which will have 
a market value of 15%-18% of the 
vaiue of the homes to be built there. 
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amerock Hide-A-Shelves 
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Easy-to-install Turn-A-Shelves bring all contents of 
corner storage spaces to user's fingertips, allow builders 
and remodelers to plan roomy around-the-corner counter 
tops with extra handy storage beneath. Installation is 
quick and simple. One set for all applications means 
minimum stock requirements. Use with beautiful Amerock 
Copper-Glo steel shelves or with wooden corner door 






















shelves. 
RETAIL VALUES: 
—— Bhi ae me... eee No. C-40-2G—Pivot Bearing Set. ..........cseceeecsceceers $2.25 
, No. C-39-2G—29” Steel Post... . 1... 6. cece eeeeceeeeesees $2.50 
COUNTER HEIGHT DESK HEIGHT No. C-38-CG—Bracket for Wooden Shelves................ $1.40 
Two-in-one Hide-A-Shelf locks firmly at counter Steel shelves with built-in bracket, Copper-Glo finish: 
oe : No, C-18-CG—18”... $5.85; No. C-20-CG—20”. ..$6.90 
height for stand-up jobs and at desk height for sit-down No. C-24-CG—24".._ $7.80; No. C-28-CG—28"...$9.45 





jobs. Easy finger pressure releases locking device. 
Spring tension adjusts to help smoothly raise and lower 
6 to 30 Ib. Stays level ...no need to fasten appliances. 
Just two pieces of hardware to install... accommodates 
any width shelf ...can be used in any cabinet of more 
than 22%” inside height. 


Retail Value $12.75 per set. No. C-10-2G DRAWER SLIDES Side Mou nting 


¢ Use in cabinets, built-ins. 

¢ 50-lb. capacity. 

¢ Easy to install—self-aligning. Require only 4%” clear- 
ance each side, 4%” at top of drawer. 

¢ Easy to use—self-lubricating nylon rollers; heavy-gauge 
steel tracks; automatic stop. 

¢ Easy to insert and remove drawer—requires less verti- 

cal clearance. 




















DRAWER SLIDES 


Bottom Mounting 








PRICES AND SPECIFICATIONS 














“Length — 
Catalog of Retail | Per Per Sriopion 
Number Drawer | Cabinet | Value (Carton | Case Weight 
Tracks | Tracks 


























: C-4018-35 17%" 18” |$2.20pr| lpr | 10pr | 12% tb 
¢ Use waste space between drawers. C-4020-35 19%" 20” |$2.30pr| lpr | 10pr | 15% 
F -4022- yy" 22° 2.40 pr| 1 10pr | 20% tb 

¢ Completely concealed when drawer is open, except Mer ea a bee oes ’ $l B- oy 


























from the bottom. 
¢ Save space—only 4%” clearance needed each side. 
¢ Up to 50-Ib. capacity. 
¢ Easy to install—self-aligning tracks. 
¢ Four large nylon rollers—quiet, trouble-free service. 
¢ Easy to insert and remove drawer—automatic stops. 
¢ Heavy-gauge steel tracks—four standard lengths. 






*Project 1%” beyond back of drawer. 














PRICES AND SPECIFICATIONS 













Catalog *Length of | Length of | Retail | Per Per | Shipping 
Number | Drawer Tracks |Cab.Tracks | Value | Carton| Case | Weight 


C-4025-35 17" 18” $1.89 lpr | 10pr | 12% tb 

























For more details 









































C-4026-35 20” 21%" 189 | lpr | 10pr | 15% Ib Ask your Amerock supplier or write 
C-4027-35 22" 224%" 1.89 lpr | 10pr | 20% ib [Dept. AL9S 
C-4028-35 24° 24%" 1.89 1 pr 10 pr | 23 1b AMEROCK CORPORATION 





*Equal to length of drawer, measured from inside front lip to back edge of drawer. 


ROCKFORD, ILLINOIS 
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Before it's finished—a new house needs a lot of different Macks. 
Hefty concrete mixers. Trucks and tractors with lumber, steel and 
bricks... with plumbing and heating equipment. For there are 
Mack trucks for every hauling job... just as there are Macks for 
every company—big or small. 














In fact, hundreds of smaller concerns report that Mack dependa- 
bility and capacity mean fewer trucks and fewer drivers... that 
Mack trucks haul more ton-miles per operating dollar than any other 
make... that Mack quality construction pays off for them in major 
operating and maintenance economies. 


Let Mack [users] tell you how they get 


Solid Savings On 
Workaday Jobs 
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Thinking hard about cutting costs these days? 

Let a Mack truck user open your eyes to some really 
substantial savings in your hauling department. 

He’ll tell you that when a Mack is new, it trims back 
your outlays for upkeep, fuel and parts. That’s only 
reasonable, for Mack trucks are built throughout to higher 
standards than any other. 

Then he’ll explain that Mack savings really go into high 
gear at the point where other trucks need replacing. From 
then on you’re not paying out for a new truck... and 
you still have a Mack—a unit that’s on top of the job 
every working day of the year. 

And finally, he’ll show you how the high availability of 
a Mack truck enables you to function with fewer trucks 
and fewer drivers... permits you to plan ahead with 


_ 

plight 
—. Na 
een 


ae 


cians a sn tee a neh neniliee dette all on als 


Su 


confidence, for you know that you'll never be faced with 
the cost of a new unit when it’s least expected. 

Your Mack branch or distributor will gladly list the 
Mack users in your vicinity: truck operators with one 
Mack in service... or a hundred. Ask any one of them 
how much a single Mack saves them each year—every year. 

Then ask yourself—can I afford NOT to own Macks? 
Mack Trucks, Inc., Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


MAC K 


PIR TT CHASE FOR 


TRUCKS 
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SALES-TRONIC 


brings amazing simplicity to 
retail record-keeping 
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THE NATIONAL CASH REGISTER COMPANY * Dayton 9, Ohio 
1039 OFFICES IN 121 COUNTRIES 




















The dream of simplifying retail record- 
keeping is now a reality, As a by-prod- 
uct of recording each sale, National’s 
SALES-TRONIC creates a duplicate 
record in the form of holes punched into 
paper tape. This is accomplished auto- 
matically! No extra effort! No special 
training! 

This punched paper tape can then 
be read by automatic machines—ma- 
chines that add, subtract, accumulate, 
store, and print the facts for the reports 
you desire. 

This ability to transfer clerical detail 
from manual to automatic or electronic 
machines reduces expensive clerical 
loads ... provides tighter merchandise 
control... and assures. more accurate, 
timely reports. 


Built with time-proven 
protection features 


National’s SALES-TRONIC design 
retains all the world-renowned features 
retailers desire: mechanical totals... 
flash reports . . . activity counters... 
itemized, printed, “take-home” receipt 
for the customer ... visual supervision 
over each sale .. . and an unchangeable 
printed sales journal. 

The marvels of simplifying retail rec- 
ord-keeping are here, and National is 
ready to serve you. To obtain better 
merchandise control tomorrow, phone 
your National Representative today. 


* TRADEMARK REG. U.S. PAT. OFF. 


Siaional 


VERSATILE DATA. PROCESSING 








ADDING MACHINES + CASH REGISTERS 








75 YEARS OF HELPING BUSINESS SAVE MONEY 
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ACCOUNTING MACHINES «NCR PAPER 
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ok tHe NAME ORANGEBURG AND THE SILVER BAND ARE REGISTERED TRADE-MARKS OF THE ORANGEBURG MANUFACTURING CO, 


9 + Pa . 
Orangeburg’'s the Brand in Demand! For more sales and more satisfied customers it pays 
O uine rangebpurg. y nsistently yacked by the biggest ad campaigns ever pu yehind any brand o 
to handle genuine Orangeburg. Consistently backed by the biggest ad paig put behind any I 1 of 
pipe, Orangeburg is the name your customers know and ask for. They know it meets modern building stand- 
ards. Means speedy, low-cost installation and long life in the bargain. So make sure you cash-in with genuine 
Orangeburg: Root-Proof Pipe and Fittings for house sewer lines; downspout run-offs... Perforated Pipe for 
foundation drains, septic tank filter beds. Write Dept. AL-59, for Circular SA-44 showing free LIFE 

Orangeburg Signs and Sales Aids. Orangeburg Manufacturing Co., Orangeburg, N. Y. or Newark, Calif. 


ORANGEBURG MANUFACTURING CO. 7 . 
A Division of The Flintkote Company, Manufacturers enuin 
of America’s Broadest Line of Building Products 

Root-Proof Pipe and Fittings 
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what's thee PRICEP 


Lumber prices to building contractors by dealers con- 
tinued their upward movement, noted on this page April 
27. Further upward movement of Douglas fir prices took 
place in the Middle Atlantic, South Atlantic and North At- 
lantic states (zones 1, 2 and 3) with the increases extend- 
ing into west coast hemlock and fir plywood items. Prices 
in the central states (zones 4, 5, 6 and 7) were steadier 
than in the eastern zones. This same steadier tendency was 
noted, too, on the West Coast (zone 9). A number of items 
in the Mountain States (zone 8) moved upward, likewise. 

Building material prices began to rise, the first major 
price revision in these products which has been noted in 
some time. Insulation products seemed to get a large share 
of attention in this respect, including both bulk and board 
types. 


Current Retail Price Levels 


(Prices at retail to typical one-house tract ft » net including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $140 $145 $140 $135 $140 $130 $130 $115 
Std. & Bir. dry R/L 2x4 $145 $145 $150 $140 $145 $135 $145 — 
Std. & Bir. goes R/L 2x10 $140 $145 $150 $150 $140 $140 $130 $120 
Std. & Bir. dry 2x10 R/L $145 $145 $150 $160 $165 $148 $145 — 
Boards: Std. & Btr. green R/L 1x6 and 1x8 $140 $135 — $135 $128 $135 $120 
West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $145 $145 — $145 $140 $125 $100 
Std. & Bir. dry R/L 2x10 $145 $147 — $140 $140 $120 $120 
Boards: Std. & Bir. dry R/L 1x6 and 1x8 $160 $140 — $140 $135 $176 $100 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L $4S or 


—- 
No. 3 & Bir. dry R/L 1x8 $4S or 
shiplap $200 $140 $145 $140 $135 $150 
Ne. 4 Bir. dry R/L 1x8 S48 or 
shiplap $160 $122 $130 $ 80 $110 $130 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $110 $ 90 $125 $130 $120 
No. 2 & Btr. dry R/L 2x10 $117.50 $100 — $145 $120 
Boards: Ne. 2 & Btr. dry R/L 1x8 $45 or 
D & M or shiplap $125 $118 $135 $130 $120 


Hardwood Flooring: 
Clear ook 25/32"x2,” $280 $275 $275 $285 $260 
Select oak 25/32"x2,” $260 $260 $270 $275 $240 


interior Softwood Paneling: 
No. 2 ponderosa pine R W $225 $230 $225 $200 $200 
No. 3 ponderosa pine R'W $200 $220 $200 $180 $150 


Wood Siding: 


Redwood bevel siding %/,"x8” $285 $240 $260 $245 $280 
Cedar bevel siding %/,"x8” $275 $240 $270 $260 — 





$240 $200 $190 $185 $200 $150 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label $ 19.50 $ 21 $ 18 





PLYWOOD: 
+ Ve" DFPA-AD interior glue $130 $140 
+ Va" DFPA-AD exterior give $145 $160 $160 
%” DFPA-CD sheathing interior glue $130 $140 $130 
1 Ya" DFPA-CD sheathing interior glue $170 $180 $170 
%” DFPA-CD sheathing interior give $190 $220 $200 
Birch, 4" A2 $ $320 $400 $400 
Philippine mahogany, '/,” rotary cut $185 


MILLWORK: 
Phil. mahogany flush door 
1%”-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Deuble hung windew unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, fullthick batt 
Weed fiber blonket, std thick 
Ceiling tile 12”x12” 
Acoustical ceiling tile 12x12” 
” insulating building board 
/32” insulating sheathing 
4," gypsum wallboard 
%" tempered hardboard 
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THREE Gcl@v7 ITEMS! 


’ ° . There’s a gold mine in home modernization! Get on the bandwagon 
You can t miss with with this new aluminum siding that covers every type of existing 


exteriors. Resists chipping, cracking, peeling, and it can’t burn! 
ES he RMA-S] D - Interlocking construction assures easy appli- 
cation. Nails don’t show. Available in 


ALUMINUM attractive colors: White, Pastel Green, 
Yellow, Grey and Coral. ' 
BAKED ENAMEL 


SIDING 






















EXCLUSIVE 
INTERLOCKING | 
OESIGN 








DO IT YOURSELF 
the ONE and ONLY ORIGINAL 


Patti Port 


Do-It-Yourself—Outdoor living at its best with this 
famous-name carport-patio-many-use-shelter. Practical, Low in 
Cost, No Upkeep—All metal. Oven baked finish. No painting 
needed. Roof panels slide together in a jiffy, locking out sun’s 
heat and rain. Fun-to-follow instructions. Goes up in a few 
hours. 20 feet long by 10 feet wide (four-leg or lean-to models) ‘ 
eeeeeeoeoeoeoeoeoeoeoeoeoaeeeoeeeeeeeeoeeeeoeeeeeee eee ee @ 


DO IT YOURSELF 


“Hang ’em Yourself” LU N IT-PAK 
ALUMINUM AWNINGS and DOOR CANOPIES 


Now ... permanent aluminum awnings at no outside installation cost, so very simple 
fo put up that even mother can do it in a few minutes all by herself! Available in a variety 
of handsome colors. Featuring Famous Adjusta-Slant Bracket. Merely loosen nut to change 
the pitch of the awning. 


IMMEDIATE DELIVERY - PHONE -WIRE-WRITE TODAY! 






















Please send me free literature on wi 
: “Hang ‘em Yourself” Unit-Pak Aluminum Awnings ........+s.+.. Cc 
: Patti Port Carport-Patio-Many Use Shelter .........seeeeeeeeees CJ 
A PSII 5h dics xme i sey pnsosccscnanseurencene oO 
i 





Name 









seoees@ Pa Sra: 


eee _§ Address 


PERMA-SIDE CO. City lone____ State 


9400 BELLANCA AVE., LOS ANGELES 45, CALIF. [imiahal 
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Builds Shed-Store for Self-Service 


How a California dealer switched his operation from personal- 


ized service to self-service. 


An open-shed store primariiy for 
the do-it-yourself customer and build- 
er was opened eight months ago by 
the Eagle Rock (Calif.) Lumber Co., 
a 40-year-old company with a back- 
ground of personalized service. 

“The changeover to self-service has 
been somewhat complicated, but we 
are gratified at the favorable re- 
sponse from most of our old custom- 
ers and from virtually all of our new 


customers,” declared H. N. Swanson, 
executive vice-president. 

The self-service supermart was 
built at a cost of $2.50 per square 
foot, including grading and blacktop. 
The new lumber racks cost about 
$7,000 for the self-service area and 
$3,000 for the lumber warehouse. 
About 80%-90% of all common 
lumber, plus all finish, is under cover. 

An area 62’x100’ is devoted to 


MOLDINGS AND HARDWARE ITEMS pull customers to the far 


end of the store. 





self-service with likelihood of enlarge- 
ment, according to Swanson. One 
bay 62’x20’ is used for sacked 
cement, plaster, lightweight aggregate, 
rock wool and similar storage. The 
remaining area, 62’x185’, is all 
lumber, molding and plywood stor- 
age. 
“We try to change merchandising 
displays frequently to provide con- 
tinual stimulus to impulse buying,” 
said Swanson. He said weekend hours, 
Saturday 8 to 5 and Sunday 9 to 1, 
have brought many new customers. 

A steel-chain fence with a hinged 
10-foot section serving as a_ gate, 
separates the oOpen-front shed-type 
building from the outside. Both gate 
and fence are topped with barbed 
wire. 

Double-duty cashier. The cashier 
at the shed entrance collects not only 
from store customers, but from sand 
and gravel customers who help them- 
selves from piles in the nearby yard. 

The 20’ roof enables dealer Swan- 
son to display 16’ lumber vertically. 
The backwall of the shed also stocks 
hardwood paneling, specialty _ ply- 
wood, aluminum and fiberglass pan- 
els. Some of the shorter lengths of 
lumber, starting at 2’, are displayed 
in free standing racks on the floor. 
Each piece is price marked and a 
gummed label on each length gives 








SELF-SERVICE SHED ENTRANCE is 
through this 10’ gate opening by the 
cashier's cage. 


i a 
BUYER JIM HERBERT prices merchandise 


for the 98¢ table, magnet for impulse 
buyers. 


company name, price and_ slogan: 
“Serve yourself.” 

A 36’ section of wall at the far 
end displays a variety of molding up 
to 16’ lengths. Store fixtures stock 
the following: nails in one and five- 
pound units; cabinet hardware in 
self-service plastic bags; paint and 
paint accessories; electrical and 
plumbing supplies; tools and metal 
products. A 98¢ table moved 125 VERTICAL WALL STORAGE for longer lumber lengths 
units per week during the first three and floor islands for shorter lengths are display meth- 
weeks. ods. 

Swanson plans to convert the old 
40’x20’ store and office as a sales 
area for contractors. Many hardware 
lines and other items bought mainly 
by contractors will be stocked here. 

Goal of the new store, says Swan- 
son, is more do-it-yourself and small- 
builder business at a reduced over- 
head. Here are some of the results 
Swanson has noted already: 
¢ Sold all short lengths in first few 
weeks, now buys these for self-serv- 
ice trade. 
¢ Customers who used to take up an 
hour’s time buying materials for a 
dog house now figure it out for them- 
selves and bring the materials to the 
cashier’s cage. oe 
* Customers who were embarrassed \ Px og ity 
about taking too much of clerk’s time, 
now feel free to shop at leisure. VERTICAL STORAGE is also used for spe- SMALL SIZES of insulation board are dis- 
* Only one in five customers need cialty plywoods, corrugated aluminum played in this mobile rack. Packaged 
some help. and fiberglass sheets. nails are nearby. 
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For results of cross-country survey among lineyards, and more individual lineyard re- 
ports, see your April 13 and April 27 issue of American Lumberman. 


ee: 
gordnet 
$ 


In California, New England and Pacific Northwest— 


4-Year-Old Sales-Building 


Plan Starts Paying Dividends 


A leader in the current merchandis- 
ing growth of the nation’s lineyard 
; ; ivisi j j in- companies, portrayed in the last two 
Financing division, new stores, prefabing plus a liberal in oo * At * ~ Belle se Bag 
centive plan and employe training are among changes made ner Corp. 
by Diamond-Gardner Corp.'s retail divisions. This giant chain is making improve- 
ments almost everywhere you go 
among its 55 yards in California, 29 
yards in New England and two yards 
in the Inland Empire of the Northwest 
One reason for its changing busi- 
ness methods is to get more control 
of the building material sale. Chester 
Hinshaw, general manager of the 
California retail division, put it this 
way: 
“Last year we sold only 8% of our 
gross in speculative building, whereas 
75% of our region’s new home starts 
are by speculative builders. Obvious- 
ly, business-as-usual methods weren’t 
getting desired results, even with a 
fine staff.” 
A look at Hinshaw’s California di- 
vision shows what’s been happening. 
The strong sales-building program 
started in 1955 has produced these 
results: 
* Modernization program of old 
“muzzle-loading” lumberyards, _ re- 
placing some with new re-located 


PREFAB house assembly department at D-G's California retail headquarters. ‘This yards and stores. “Here we attract 
will change the entire character of the building business,"’ says manager Hinshaw. (continued on page 80) 
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FIRST FROM KAISER ALUMINUM... 





DIAMOND-RIB 
ALUMINUM SHEET 


With a 30-Year Warranty Against Corrosion 


5 Exclusive Selling Advantages of 
New Green -Rib 
Neutral green on both sides of Diamond-Rib sheet. 


Wareetited Sor 20 years aguiaat corrosion for farm and 
residential use. 


makes the difference! 
Extra wide—5014” width gives a full 48” net coverage 


est standard aluminum sheet made—rugged 
construction 


: 1 on Handy Cover “ard 


New green Diamond-Rib is easy to stock 
—one width, one gauge, one color. And 
it’s easier yet to sell because of its many, 
many new and economical uses. 


Get all the facts on this revolutionary 
new aluminum sheet. Your Kaiser Alu- 
minum building products distributor or 
salesman will give you full informatic«r:. 
Or write: 


Kaiser Aluminum & Chemical Sales, 
Inc., Building Products Dept., 1924 
Broadway, Oakland 12, California. 


*Trademark 


Kaiser Aluminum backs up its products 
... backs up its dealers! 


ne 


JN 
KAISER 
ear taeod 


THE BRIGHT STAR OF METALS 


See ‘‘MAVERICK”’ + Sunday Evenings, ABC-TV Network. 
Consult local TV listing. 


RESEARCH COUNCK 
LarRe-CO 











For patio covers, residential roofing, summer houses, fences, carports, interiors, scores 
of uses around the home! Opens up new markets, new prospects, new profits for you! 





green finish. Both offer you the same selling 
advantages of strength, light weight and 
durability. Both are backed by the name that 
means unsurpassed dependability in 
building materials... Kaiser Aluminum. 











LINEYARD 


(begins on page 76) 





people to buy a can of paint, a board 
or a complete house,” Hinshaw said. 
(The new supermart at Concord, 
Calif., designed by James L. Linden- 
berger, A.L. architectural consultant, 
was featured in the March 30 issue of 
this magazine.) 

* A company-owned building finance 
company, known as the Diamond- 
Gardner Finance Corp., is now in 
operation. “Building money is part of 
what we need to sell,” Hinshaw said. 
* A new Diamond-Gardner pre-en- 
gineered summer cottage line, an out- 
growth of prefabing and package sell- 
ing for speculative builders during re- 
cent months. 

“When we announced these pack- 
aged houses early this year we were 
swamped with requests for informa- 
tion. We don’t have to sell prefab; 
customers simply ask, “When can you 
deliver?” said Hinshaw. 

* A centralized bookkeeping system, 
entirely automated, has lifted the 
chores of billing and record-keeping 
from yard managers, giving them 
time for selling. 

* A strong advertising and sales pro- 
motion program, professionally pre- 
pared and guided. 


* New products from the research 


department of the parent company, to 
be promoted through D-G retail 
yards as well as through other dealers 
nationally. 

* Two excellent personal perform- 
ance incentive plans—one for yard 
managers, the other for all yard per- 
sonnel—now in effect. 

New England. K. L. Brownell, 
manager of the New England retail 
string, said that the problems are dif- 
ferent from California, “because we 
cannot depend on population growth 
for sales growth.” But he _ believes 
that opportunity is unlimited for the 
retail lumber business in his area. 

In recent years over half of the 
New England division’s 29 yards 
have been remodeled, with new stores 
or new storage facilities. One major 
modernization in underway now at 
Riverside, R. I. Three complete yard 
revamps are planned for this year, 
plus two new plants at Dover, N. H. 
and Thomaston, Conn. At least one 
new yard is planned each year for the 
next five years. 

“Our new stores are designed for 
the New Enlgand climate and style 
preferences. California plans won't 
work here,” Brownell said. 

Bookkeeping is being consolidated 
at the division headquarters at Biddi- 
ford, Me. “Every man a salesman,” 
is Brownell’s goal. 

Work is underway to develop pre- 
cutting and component building. Cash- 
and-carry is being tested at several 


Pei 


NEW PRODUCTS being introduced by Diamond-Gardner include 
the novel prefinished panel line above. Left to right: Joe Dutra, 
assistant manager, Concord, Calif., yard; division general man- 
ager Hinshaw; forest, lumber and retail group vice-president 
general manager L. V. Bodine; Howard Underwood, Concord 
yard manager; and Wm. J. Harris, assistant division manager 
and sales manager. 


New England yards, making use of 
dual price lists. “And we're bearing 
hard on compensatory pricing,” 
Brownell concluded. 

Trained manpower. To make the 
new programs successful, Diamond- 
Gardner is putting great emphasis on 
employe training. “There’s nothing as 
important as human beings. We pick 
them carefully, train them thorough- 
ly, put strong sales tools in_ their 
hands,” said Chester Hinshaw of the 
California division. 

D-G’s individual self-improvement 
program has many facets: The firm’s 
own personnel training work, averag- 
ing six sessions per year in every 
yard, with attendance required; train- 
ing of selected men at schools spon- 
sored by regional associations; coop- 
eration with manufacturers and 
wholesalers seeking to assist D-G 
employes’ product knowledge. In ad- 
dition, most D-G yard managers in 
all three retail divisions are graduates 
of Art Hood’s Mat.agement Work- 
shops. 

Bonus plans. Managers work on 
good salaries, based on yard size. 
They have a profit-sharing incentive, 
combining a bonus percentage of an- 
nual salary, based on rate of return 
they produce on the company’s in- 
vestment in inventory and accounts 
receivable, plus a bonus percentage 
of net profit. 

Under the plan it is possible for a 
manager of a $250,000 gross volume 
yard to earn a bonus of more than 
$2,000 annually, on top of his salary. 

Such a bonus calls for earning a 
25% return on inventory and re- 
ceivables investment. Late in January 
of this year, the D-G California retail 
division alone distributed more than 
$40,000 to its 55 yard managers as 
bonus payments! Last year one yard 
manager produced a return on in- 
vestment of 34.2%. 

Employes below yard manager lev- 
el are paid a bonus for all time pay- 
ment sales. Each gets a 2%. cash bon- 
us on all materials sold at full retail 
price. To help each employe earn 
this bonus, training is given in each 
yard. This training is included in a 
pocket manual, “How You Can In- 
crease Your Sales and Earnings.” 

All employes are instructed to pro- 
mote time payment plans. “Our gross 
on materials sold on time payment 
is substantially better than our gen- 
eral run of business,” Hinshaw said. 

Expansion. Leo V. Bodine. vice- 
president of the company’s Timber, 
Lumber Retail group, recently an- 
nounced plans for an expansion of 
retail yards in the Pacific Northwest, 
known as the Inland Empire. James 
O. Johnson is the new head of this 
division, which currently includes 
yards at Spokane, Wash. and Albeni 
Falls, Ida. 

“The appointment of Johnson is the 
first step toward an expanded chain 
of retail stores which will serve the 
Inland Empire,” Bodine said. 
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Model Home by Concannon Builders 


MODERN NAILS FOR TO AY'S Naperville, Illinois 
NEW BUILDING MATERIALS 


vi STURMGUARD NAILS 








STRONG STEEL NAILS DOUBLE-DIPPED 
IN MOLTEN "RUST-RESISTANT' ZINC! 


For ROOFING @ SIDING @ TRIM 


Featuring special nails for the application of asphalt 
roofing over plywood and insulation roof deck. . 
Plain and ring-shank nails fot fastening insulation roof 


CHDEECASENCESEUESSEECCCECEESESESESENED deck to rafters. Also hot-dipped gutter spikes... . 
= se Lead head ring-shank nails for metal roofs... . Asbes- 

tos siding face nails... . Hardboard siding nails, and 
many others.(NOTE: In a zinc coated nail, F.H.A. re- 
quires the hot-dipped type for all exterior work... 


Sou = and now specifies threaded nails for application into 
plywood roof and wall sheathing.) 


AVAILABLE IN COLORS TO MATCH POPULAR SIDINGS 


| MAZE| INTERIOR NAILS 


Drywall! anchor-shank nails. . .. Colored nails for wall- 
board. ... Spiral-shank flooring nails.... Plain and spi- 
ral shank masonry nails. ... Pole barn anchor-shank nails. 
__ «++ Anchor-shank underlayment and plywood nails, etc. 


Full Line CORRUGATED 
METAL ROOFING NAILS 


Compressed and Hot Cast lead heads (anchor and 
barbed-shanks . . . in bright or galvanized finish). 





F—Ticiclc dod pd bd pl pod bd pd db bd BY EY 

















ARE YOU TAKING ADVANTAGE OF MAZE'S NEW DEALER SLs / Y/ 
PROGRAM? IF NOT, BETTER SEE YOUR JOBBER ... OR WRITE TO / 


Y $0-tb. 
INTERIOR & OTHERS (Container for 


I-Ib., S-ib., 10-Ib. 
Cartons) 








MAZE COMPANY 


PERU 7, ILLINOIS 
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* Edward Hines Lumber Co., Chica- 
go, announces the election of Howell 
H. Howard as vice-president. Howard, 
who had served as treasurer since 
1955, is a grandson of Edward Hines, 
the firm’s founder. 


« Armstrong Cork Co., Lancaster, 
Penna., announces the promotion of 
R. C. Stabern to the newly-created po- 
sition of manager, market develop- 
ment. Stabern was formerly director, 
bureau of merchandising. He is being 
succeeded in this capacity by H. C. 
Long, formerly marketing manager of 
Deltox, wall coverings and sundries. 


* Millers Falls Co., Greenfield, Mass., 
announces the appointment of three 
new product-line sales managers. Vin- 
cent C. Giffen has been named sales 
manager, hand tool div.; Eugene V. 
Allen, sales manager, electric tool 
div.; and Frederick N. Lyman becomes 
sales manager, metal cutting div. 


* Hastings (Mich.) Aluminum Prod- 
ucts announces the appointment of 
M. R. (Andy) Furman as general sales 
manager, succeeding T. R. Tomlin- 


son, who has resigned. 


* J. B. O’Meara, J. B. O’Meara Co., 
Minneapolis, Minn., was elected presi- 
dent of the National Association of 
Commission Lumber Salesmen at the 
group’s recent 34th annual meeting in 
Chicago. Also elected: first vice-presi- 
dent, W. C. Mawhinney, National 
Wholesale Lumber, Cleveland; sec- 
ond vice-president, E. C. Duke, Duke 
Forest Products, Memphis; third vice- 
president, R. M. Wallace, Wallace 
Lumber Co., Chicago. J. D. Julian, 
Julian Lumber Co., Chicago, is treas- 
urer of the group. 


* F. C. Russell Co., Columbiana, 
Ohio, annouces the election of B. L. 
Levinson as president of its newly- 
acquired subsidiary, Rusco Windows 
of New York, formerly Weather Wiz- 
ard Aluminum Mfg. Corp. F. C. 
Russell produces Rusco_ windows, 
doors and allied products. 





Price is No Problem for 
Brand Name Winner 


According to Brand Name Retailer 
of the Year, Anthony Bonforte, of 
Building Material Center, Pueblo, 
Colo., the prices in his lumberyard are 
often the highest in town and the 
quality is the highest too—and yet he 
says he outsells his price-cutting com- 
petitors not only in quality but in ag- 
gressiveness. 


HIC to Help Dealer 


Plans for the future of Home Im- 
provement Council are being built 
around the one-stop home improve- 
ment dealer, according to Don 
Moore, executive director. 

Details of how HIC will help the 
retailer sell more home improvements 
will be announced soon, Moore said. 

Homeowner winners of the HIC 
consumer contest were awarded last 
month, Mrs. Henry Weinrib of Brook- 
lyn, N. Y. received $25,000. A Flor- 
ida schoolteacher, Mrs. James S. Sir- 
mans, received the $10,000 second 
prize. Several hundred of the smaller 
prizes—ranging from $20 to $50— 
are to be awarded through local 
dealer members of HIC. 


Sargent Elects 


Forbes Sargent, president, Sargent 
& Co., announces the election of Her- 
man R. Giese as executive vice-presi- 
dent and Stanley R. Cullen and C. A. 
Bauer as vice-presidents of the New 
Haven, Conn., hardware firm. 

Giese has been vice-president and 
general manager of the firm since 1955. 
Cullen will continue as Sargent works 
manager, a post to which he was pro- 
moted in 1955 and Bauer will remain 
as manager, product engineering, a po- 
sition he has held since 1956. 








Cross-cuts or 
Rips panels of 


TILEBOARD 
HARDBOARD 
PLYWOOD 
ALUMINUM 
PLASTICS AND 
PLASTIC 
LAMINATES 
ALSO USED TO 
TRIM DOORS 








Now You Can Make A Profit 


Cutting Panel Boards To Size With A 


WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


BOX 339 


LACEYVILLE, PENNA. 


PAYS FOR ITSELF IN A FEW MONTHS 


Rips or eross-cuts can be made without remov- 
ing panel from machine. One man can ecross- 
eut or rip a 4’ x 12’ panel alone and quicker 
than two can on a table saw. All cuts are con- 
sistently square. Vertical and horizontal seales 
are attached for selective cuts. Machine is 
fool-proof; can be operated by unskilled in 
complete safety. 
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Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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Sales Meetings Held Morning, Noon, Night 


Products, prices, competition, sales problems get aired at 
company sessions. Some yards give dinners, others call in 


salesmen on Saturday. 


Regular sales meetings are held by 
only a minority of lumberyards. But 
there seems to be a feeling by many 
dealers that they should start such 
meetings. Those who already run 
scheduled meetings conduct them at 
widely different frequency and hours. 

Products and specific yard prob- 
lems are the main topics. General 
training in salesmanship is usually left 
to the individual to get for himself. 

Jobber or manufacturer represent- 
atives are increasingly helpful in stag- 
ing meetings at the retail yard on 
product knowledge and sales. 

These are conclusions drawn from 
a cross-country check of dealers just 
completed by A. L. reporters. 

A typical report is from Cincin- 
nati, where only two yards, out of 
15 contacted, conduct sales meetings. 

One of these is the Milldale Lum- 
ber & Supply Co., whose weekly even- 
ing sessions last from two or three 
hours. Thomas Scott, treasurer, said 
that the meetings are held for inside 
salesmen. The four or five men will 
discuss products, sales aids and pric- 
ing. 

Where possible, Milldale recruits a 
manufacturer rep to conduct a meet- 
ing. There is definitely a need for 


more sales training material from 
manufacturers, Scott said. 

The weekly format at Milldale rep- 
resents one pattern of lumberyard 
sales. meetings. A slightly greater per- 
centage of dealers, however, use a 
monthly schedule. One example is the 
J. P. Doppes & Sons Co., also of Cin- 
cianati. From 12 to 15 persons. at- 
tend the evening sessions, including 
inside salesmen and outside yardmen. 
The discussion is almost always on 
products, said Frank Reprecht, vice- 
president. Sales reps are often in- 
vited to speak on their lines. 

In nearby Milford, Ohio, a flexible 
meeting program is determined by 
business volume at Clermont Lumber 
& Supply, Fred Kreichel, Jr., vice- 
president, said that he tries to hold a 
meeting for 20 to 30 salesmen each 
Wednesday afternoon. This is in addi- 
tion to a weekly meeting for officials 
on Saturday morning. 

At the Wednesday session a review 
is made of the past week’s business. 
Products to be “moved” are discussed, 
along with price changes and new 
products. 

After. work. In Houston, sales 
meetings are held between 5 and 
6 p.m. at the Alexander Schroeder 
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Lumber Co. A longer dinner session 
is planned when the importance of 
the program justifies it, according to 
sales manager Louis Ripley. 

The Schroeder yard has one of the 
most consistent sales meeting pro- 
grams reported in the survey. “These 
are not sporadic, hit-and-miss affairs,” 
Ripley said. “They are scheduled twice 
monthly around a topic or technique 
which our salesmen can turn to both 
the company’s and their own advan- 
tage.” 

An average of from 10 to 12 men 
attend—both inside and outside sales- 
men. A tour of the yard and the in- 
troduction of new merchandise is also 
staged once a month. The principal 
topic is sales goals. Other topics in- 
clude new product data and sales 
ideas for over-stocked items. 

This year, said Ripley, the company 
will start a new sales training tech- 
nique—a comparison of training as it 





8-Week School at 
Denver Lumberyard 

More than 50% of yard em- 
ployes attend a voluntary series of 
sales meetings held over an 8- 
week period each year on Monday 
evenings at the Economy Lumber 
Co., Denver, Colo. 

L. A. Stookesberry, president, 
said: “We attempt to round our 
employes into sales, including truck 
drivers, office help, yardmen.” 














is taught in other industries. The first 
of these meetings will feature a talk 
by the sales manager of a local chem- 
ical company. 

Schroeder’s display-meeting room 
is used in the training by acquainting 
salesmen with its varieties of wood 
paneling. 

In addition to the yard meetings, a 
number of the men have taken selling 
courses, either of the Dale Carnegie 
type or those offered by local and 
state lumber associations. 

In White Plains, N. Y., the Inter- 
state Building Material Corp. started 
sales meetings just five months ago. 
“We try to meet once a week after 
work for about an hour,” said An- 


thony Bellantoni. 

“We use sample products. We work 
on identification—instant identifica- 
tion of products. We discuss nomen- 
clature, the little tricks that help to 
portray a man as experienced and 
therefore helpful to the customer. We 
don’t set down any specific sales 
goals.” 

The afternoon technique also works 
well for Girard Lumber & Millwork, 
Philadelphia, according to Louis Got- 
tleb, treasurer. “Each man brings up 
his own problems and we help one 
another solve them,” Gottleb  ex- 
plained. 

Late afternoon meetings are also ef- 
fective for Renuart Lumber Yards, 
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THE DIGNIFIED ELEGANCE OF 


YALE VENUS CERAMIC INTERIOR LOCKSETS 
ENHANCE ANY DECORATIVE MOTIF 


Rarely has modern design achieved such 
a happy wedding of elegance and func- 
tion. But this glorious Yale Ceramic 
Line of interior locksets was not created 
merely to blend with the modern. It was 
created to enhance it. Exquisitely 
rounded knobs in seven subdued shades 
that impart warmth, livability. Comple- 


The Yale & Towne Manufacturing Company, 
Lock and Hardware Division, White Plains, N.Y. 
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mentary metalic roses in brass, bronze 
or aluminum. A luxury item for the mass 
builder at a realistically low price. 

FOR FULL INFORMATION contact your 
Yale Lock and Hardware distributor or 
write The Yale & Towne Manufacturing 
Co., Yale Lock and Hardware Division, 
White Plains, N. Y. 


YALE & TOWNE 


VALE—REG. U. S. PAT: OFF. 


Inc., Miami, Fla. “The men didn’t gu 
for evening meetings,” said Lucien L. 
Renuart, executive vice-president. 

Daily chew-outs. Ullman Kilgore, 
owner of the Kilgore Lumber Co., 
League City, Tex., said: 

“We are in a small town where 
competition from other local lumber- 
yards does not exist. But we have the 
‘hot-shot’ variety of competition which 
is almost impossible for us to fight 
without damage to ourselves. 

“Sure, we have regular sales meet- 
ings. Almost every morning. But they 
are mainly concerned with how to 
make this a smooth-running business. 
Occasionally we talk over sales tech- 
niques. But I’m more inclined to call 
them chewing-out sessions, or wrin- 
kle-ironing. We go over the mechan- 
ics of selling, the processes which 
must function efficiently between the 
taking of an order and its final de- 
livery.” 

Three inside men and two yardmen 
compose the participants in Kilgore’s 
frequent chew-outs. 

Early birds. One of the most effec- 
tive sales training programs uncovered 
by A. L. editors was that of whole- 
sale Utah Lumber Co., Salt Lake 
City. Monday meetings start at 7 a.m. 
for about 12 to 15 outside and inside 
sales people. Topics include everything 
from market conditions to telephone 
courtesy, public relations and _ han- 
dling complaints. 

“In addition, special meetings are 
held every six months or so, depend- 
ing upon what’s in the wind,” said 
Lee K. Irvine, general manager at 


(continued on page 86) 








More General Sales 
Information Wanted 


Most of the lumber dealers inter- 
viewed by A.L. on sales meetings, 
as reported in the accompanying ar- 
ticle, confine their sessions to prod- 
uct information and company sales 
problems. 

A minority of dealers expressed 
the feeling that more generalized 
selling information is needed to 
supplement product training. 

For instance, Ken Davis, vice- 
president of Summit Lumber & ° 
Material Co., Akron, Ohio, feels 
that manufacturers should provide 
more generalized sales training, 
rather than specific product ma- 
terial. 

Also in Akron, Earl Jones of 
Kenmore Lumber Co. said that 
all sales people at his firm are re- 
quired to take the Dale Carnegie 
course which emphasizes general 
sales and merchandising — tech- 
niques. 

In Northern California, few if 
any yards hold sales meetings, ac- 
cording to dealers. It was pointed 
out that the need is for general 
sales education and that the North- 
ern California Lumber Merchants 
Association sponsors a number of 
such meetings each year for yard 
salesmen. 
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Are you a 


Sad-Selloist ? 


A Sad Selloist is a sales soloist, who attempts 
to sell without the belp of planned sales aids. 
Why be a lone crier in the wilderness, when 
Spencer Kellogg stands ready to bolster your 
sales with a chorus of quality sales aids and 
nationwide advertising in trade and con- 
sumer magazines? This service is but one of 
6 big advantages your S-K distributor will tell 


you about when you call for him. 


S-K’s “12-Pack’’ in both quarts and 
pints means smaller inventory and faster 
turnover, 


¢ 


S-K Linseed Oils, Pure Raw and Im- 
proved Boiled, are guaranteed to meet 
all Federal Specifications. 


> 


SEND FOR YOUR GEN 
BS 


FREE SALES AIDS I 
TODAY Pmt 


> 


SPENCER KELLOGG 4no SONS, !nc 


BUFFALO 5, N.Y. 


Reverse color scheme on Raw and 
Boiled cans gives you better shelf ap- 
pearance, easier identification. 


S-K produces 100% Pure Raw Linseed 
Oil... best where raw is required. A 
must when prescribed by veterinarians. 











National advertising in trade and con- 
sumer publications is backed by national 
distribution wherever you are. 


Me siorg 
C ODD a? 


Valuable sales aids are yours free, one 
to help you sell the contractor, one the 
consumer —and one for yourself. 


Name 
Address____ 


City-—— 


SPENCER KELLOGG and SONS, INC. 
Dept. AL-5, Buffalo 5, N. Y. 


Please send me Spencer Kellogg sales aids! 
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Utah Lumber. “Also, we throw an 
all-day get together for sales and al- 
lied personnel once a year.” 

“We seldom use any education sales 
courses in our meetings,” Irvine said. 
“They are too canned. People who 
join us must have had experience 
elsewhere, so such a course would not 
be of too much value.” 

He added that most lumberyards 
could use more help from jobbers and 
trade associations, “but they won't 
take it.” 


Weekly early-bird sessions are also 
held for 15 salesmen at the Stewart 
Lumber Co., Minneapolis. “Every- 
body is fresh at that hour,” com- 
mented Gordon Miller, vice-president. 
Sales goals and techniques and prod- 
ucts at the main topics. 

Outside salesmen get the 7:30 
morning call at Causeway Lumber, 
Fort Lauderdale, Fla., each Wednes- 
day, with 100% attendance required. 
Inside men meet at 5:30, after work. 

Dinner meetings. The majority of 
sales sessions are held in the evening. 
Many times these include dinners. 
One example is the monthly meetings 
of Flowers Lumber Co., East Point, 
Ga. “Our meal and meeting will last 





fan up your sales 
with 
Certigroove 
Shakes 


Certigroove-labelled cedar shakes put 
the accent on quality. Quality you can 
see. Quality you can sell. Available in 

a wide range of factory-applied colors, 
Certigroove shakes stimulate sales and 
build your reputation for featuring 
good merchandise. Whenever you order 
shakes, be sure to specify Certigroove. 


RED CEDAR 


SHINGLE BUREAU 


5510 White Building, Seattle 1, Wash. 
550 Burrard Street, Vancouver 1, B.C. 


The famous label assures you of 


No. 1 grade throughout. 


CERTIGROOVE 
CEDAR SHAKES 


NUMBER | GRADE 


100% Edge-grain 100% Heartwood 100% All Cleor 
These mactone grooved chates have been processed trom 
CURTIGRADE Red Coder Sringies and meet a8 the geatty 
reqerements of Commerc Standard C5199 55 fer Ret Ceaar 

‘Shapes as issued by US Dept of Commerce Washungton OC 


RED CEDAR SHINGLE BUREAU 
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about three hours,” said James H. 
Flowers, owner. 

Extra meetings have been started 
recently, “more like orientation meet- 
ings,’ he said. The trend of the 
business and the whole industry de- 
termines the agenda. Among topics 
for discussion are building regulation 
changes, the FHA and new mate- 
rials. 

G. E. Vanduser, division manager 
for Rock Island Lumber Co., Wichita, 
Kans., said that about 15 persons at- 
tend their monthly sales affairs; all 
salesmen plus yard foremen. A cater- 
er brings in dinner, serves it hot at 
company expense. Meal is_ served 
after yard closes (6 p.m.). The yard 
manager conducts the meetings, but 
he is always on the lookout for com- 
petent individuals to train store per- 
sonnel on products at these meetings. 

The relaxation which comes from 
dinner is also vouched for by John 
Daunis, owner of Penn Lumber & 
Building Supply, Philadelpha. “The 
main topic among myself and our five 
salesmen is usually price,” Daunis said. 

Saturday. In Atlanta, Ga., Randall 
Brothers Inc. holds a sales training 
meeting once a week, on Saturday 
morning. From 10 to 15 attend. 

Also, one monthly evening affair 
is held, with attendance about 55 per- 
sons, including credit and mill people 
and other departments as well as 
sales. 

The weekly sessions are mainly 
about products. The monthly confab 
is usually semi-inspirational; it’s de- 
signed to whet enthusiasm, a kind of 
pep talk session. 

“Finding a time at which all sales- 
men can get together is the chief 
problem in arranging weekly meet- 
ings,” said Luther Randall, Jr., vice- 
president in charge of sales. 

“We're always looking for ideas,” 
he said, in reply to a query about the 
need for more help from jobbers 
and trade associations for sales meet- 
ings. 

The five salesmen of the Elwood 
Lumber Co., St. Louis, also report for 
2-hour meetings on Saturday morn- 
ing, twice a month. In addition to 
products, the men discuss American 
Lumberman, “to get the feeling of 
the industry in general so we might 
apply this to our own case,” said J. 
J. Echterling, president. 

Ganahl Lumber Co., also of St. 
Louis, holds its meetings on Saturday 
too. “But they are on a hit-or-miss 
basis,” admits Marion Briscoe, vice- 
president. “We’re too busy to hold 
regular meetings.” 


“How to sell”. The Gittings Lum- 
ber Co., Denver wholesaler, surveyed 
its retail customers on the purpose 
of sales meetings. “All responded that 
the main purpose is to answer the 
question of ‘how to sell it’”, said 
Clark Gittings. 

“On product knowledge, manufac- 
turers are doing a good job of supply- 
ing technical data. But the right ap- 

(continued on page 88) 





For your profit and your cus- 
tomers’ satisfaction, TAMMS is your 
No. 1 paint seller! Indoors or out, it 
does a top quality job . . . handles easily, 
saves money, looks beautiful — in white and 
a rainbow of colors. 
To Help You Sell... 
Tamms Paints are advertised in 
LIFE, and SAT. EVE. POST 


Tamms STRETCH 


FLAT LATEX PAINT 


A really first class flat 
latex paint that sells at 
a low price, gives you a 
fast turnover and a very 
healthy profit. In white 
and 10 colors for all 
interior surfaces. 


Tamms 1 VP Vinyl Plastic 


All-Purpose PAINT 


Fast-moving, high profit, all- 
purpose paint . . . simply 
reat for hard-to-cover sur- 
aces, indoors and out. Resists 
industrial fumes, salt and 
acid-air. Won't yellow or fade 
on cement, stucco, cement 
blocks, asbestos siding, asphalt 
siding and roofs — plaster, 
plasterboard or any interior 
surfaces. 12 ready-mixed and 
12 inter-mix colors and white, 


Tamms SILA-TEX 


TEXTURE PAINT 


Always a good seller—makes 
cracked, old ceilings and 
walls look like new. Seals 
Cracks, Covers, Decorates in 
one fast, easy job. Mixes 
instantly with water—sets up 
slowly for easy texturing. 

12 ready-mixed and 12 inter-mix 
colors and white. 


Write for details, prices and 
promotional materials! 


We IIMS  incusters co. 


May 11, 


228 North La Salle St » 
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Chicago 1, Ill. & 


WILLING 
HELPER! 


Sells hard 
all day long... 


then pitches 
in to help on 
inventory! 


Sn6 484 
ATTN 


Prints year and month 
merchandise acquired --___ 
(in simple code) 


- FRM MAME-. 


Monarch Price- Marking tickets and labels spend the day 
helping shoppers, “nudging” impulse sales, building cus- 
tomer confidence, and making sure each 

sale is at the correct price. After hours, at 

inventory time, they’re just as valuable— 

saving time, preventing mistakes. This 

quick, inexpensive visual stock control 

helps your buying and selling plans. 


Model 20 (at right) price-marks String Tags, Gummed 
Labels, Pin Tickets, and pressure-sensitive Senso Labels. 


«=== Fill out and mail coupon for information << <= 
The MONARCH Marking System Co. @) 
216 South Torrence Street, Dayton 3, Ohio ALS59 

Without obligation to me, please send information on Model 20 Dial-A- 

Pricer, and sample labels 

NAME 

STORE NAME 

ADDRESS 

4 : ZONE STATE _ 
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OVEN MODEL THEN 


isin 


THE NEW 


\Naclore, jar 


ELECTRIC OVENS 


YOUR ELECTRIC BUILT-IN 
LINE DOESN'T HAVE A 
POPULAR PRICED DOUBLE 


Aysh the large 18 


in. upper oven 
. and the 


economy size 
16 in lower 
oven 


MODERN MAID is also the only line 
with a complete assortment of Super- 
Thin Range Tops that allow drawer 
space underneath and are completely 
interchangeable with the MODERN 
MAID GAS BUILT-INS. 


36" range 
top with 
griddle 


30"'four-unit 
range top 


16" two-unit 
range top 


Matching griddle 
model, only - 
16" wide 


Write today 
for specifications 
and descriptive 

literature 


TENNESSEE STOVE WORKS 


CHATTANOOGA 1, TENNESSEE 
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proach on selling the product seems a 
very important and often unanswered 
question.” 

Some Denver yards reported quar- 
terly meetings on salesmanship, cus- 
tomer relations, estimating and han- 
dling of job packages. 

Small yard. Typical of the reports, 
the interviews in Boston revealed that 
even some of the largest yards there 
do not have sales meetings of any 
type. But some of the smaller com- 
panies at least make an attempt in 
this direction. 

Nathan Shor, treasurer of Franklin 
Field Lumber Co., Dorchester, Mass., 
said that a sales meeting is held about 
twice a year. Being a small company, 
this is for about five persons. “In a 
small yard, whoever has an idea can 
plan and arrange the meeting,” Shor 
said. Topics usually concern local 
competition as well as products. 

Why? The Lingo Lumber Co., Dal- 
las, tries to schedule a meeting every 
three weeks for about an hour each, 
after closing time. Notice of a sched- 
uled meeting is put on the bulletin 
board several days in advance. 

“Our major topics,” said a spokes- 
man, “are why certain items are not 
moving; how to push new items and 
how we can advertise more effective- 
ly. We definitely could use more 
outside help from jobbers or others 
qualified to explain products and how 
they can be sold.” 

The Lingo Lumber Co. was one 
of the few dealers interviewed which 
had obtained and used the film and 
record on salesmanship recently of- 
fered by the National Retail Lumber 
Dealers Association. 

Also in Dallas, the Don Cameron 
Lumber Co. conducts a 30-minute 
meeting on Wednesday or Thursday 
each week. S. D. Morrison, manager, 
said: “Everybody attends and our 
principal topic is product informa- 
tion. 

Market data. Some dealers use 
meetings mainly to discuss market 
conditions. Such is the case at Friend 
Lumber Corp., Medford and Nor- 
wood, Mass. 

Herman Siegle, office manager, 
said about 12 to 14 persons attend 
their monthly dinner meetings, which 
last four to five hours. They discuss 
what the competition is doing, cur- 


rent sales volume and goals and other 
company information. “Occasionally 
a manufacturer’s rep will talk to us. 
We are always glad to get that help,” 
said Siegle. 


Co-op. Dealer Flowers of East Point, 
Ga., reported that there is a growing 
popularity in Georgia for meetings in 
which several dealers and their sales- 
men will convene jointly. As a result 
of one joint meeting, Flowers said, 
he drafted a new operating schedule 
and job assignment schedule for his 
firm. 


Personal contact. A number of deal- 
ers prefer individualized meetings 
rather than group affairs. One such 
case is University Park Lumber Co., 
Denver. 

Ken Cook, sales manager, said: 
“We feel that unless a salesman can 
freely unload his own sales problems, 
he cannot successfully sell to the cus- 
tomer. With individual consulting, he 
feels free to talk about problems 
which he might feel embarrassed to 
bring before a group.” 

Fred M. Sibley, Jr., of Sibley Lum- 
ber Co., Detroit, agrees with Cook. 
“Our procedure is a personalized, in- 
dividual one. Our sales manager has 
a set time each day when individual 
members can bring problems to him. 
We see no reason to take the time of 
all the staff for a discussion of a prob- 
lem of one member.” 


Split program. In Kansas City, 
Kans., the R. L. Sweet Lumber Co. 
holds weekly sales meetings, January 
through May, from 7 to 9 p.m., in 
addition to 1-hour weekly meetings 
for outside salesmen only, from 5 to 
6 p.m. 

About 25 attend the evening af- 
fairs. One hour is spent discussing 
products, the second hour on selling 
techniques. 


Informality. An informal atmos- 
phere is needed for successful meet- 
ings, several dealers pointed out. 

“Our meetings are really informal,” 
said William Malleny, of Scarsdale 
(N. Y.) Supply Co. “The sales people 
let their hair down. Everything is run 
on low key. There’s no pressure. Rath- 
er than to soup up the men, our 
meetings are to take stock of our- 
selves, to exchange information.” 

The quarterly meetings at Scars- 
dale are used to discuss yard volume, 
products, slow accounts. “In general, 
we take the pulse of the company’s 
progress,” said Malleny. 








Motion Pictures For Sales Meetings 


A catalog listing several hundred sales training films suitable for use 
in dealers’ sales meetings may be obtained for 50¢ from The Editors, 
American Lumberman, 59 E. Monroe St., 


Chicago 3, Tl. 
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4 Each shingle interlocks securely in place at these 
\ points. This shingle is warranted in writing against 


wind damage—even from hurricanes and tornadoes 
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The Tite-On has been the vol 
ume leader in “lock-down 


shingle sales for over 25 years 











for this quality asphalt shingle 


1,000,000 Tite-On roofs now in use across the 
nation! Overwhelming proof of volume sales 
for over 25 years! It’s another example of 
Ruberoid’s leadership in product develop- 
ment and service to the building industry. 
Another reason why dealers know they can 
count on Ruberoid for profitable products. 
Another reason why more dealers join the 
Ruberoid team every year. 


AVAILABLE IN 


frend Colors 


And there’s more to this story! Ruberoid 
gives you a complete line of products for 
every roofing and siding need. Ruberoid 
national advertising support builds brand 
recognition and preference. Every merchan- 
dising aid you need. Find out why it pays 
to be a Ruberoid Dealer. Contact your 
Ruberoid representative today. Or write: 
The RUBEROID Co. 


500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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For today’s big market...the quality market... 


C U RT! Ss offers both 


Individuality 
and (Quality 





plus the plan to promote them profitably 


Are you ready to supply the brand-new market in quality 
houses? Right now, more families than ever before are eager 
to be sold houses with more built-in value, more design 
distinction than today’s market offers them. 

Builders are “moving in.”’ From their own experience, from 
market studies and from the pages of their trade publica- 
tions, builders everywhere are ‘‘getting the word”’ about the 
demand for quality and individuality in new homes. Natu- 
rally they are turning to quality components, including 
Curtis windows, doors and woodwork. Not only does Curtis 
offer them the top-quality line—backed by the famous 
Curtis guarantee—but also enough variety of design so that 
every house they build can present individual personality. 
You can “move in,” too. Curtis offers dealers everywhere 
a volume-building I-Q program for profitable contractor 
business. Now is the time to get it rolling in your yard. Your 
Curtis sales representative has the story. Or send us the 
coupon. 
































Good introduction to quality. This beautiful entrance 
is one of many Curtis designs in both traditional 
and contemporary styling. 











Personality—plus! This attractive Curtis bow 
window complements the design of the 
exterior, enriches the mood of the interior. 
Any or all of the casements can be 

operating sash. 
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Promote Curtis Style-Trend® win- 
dows as practical and low-cost 
design accents. Flanking sash open 
with a finger’s touch, lift out for 
easy, safe cleaning or painting. 





Sell Curtis louvre folding 

doors as dividers for liv- 

ing areas...to enclose clos- 
No wonder builders like it! The New ets, utility rooms, ward- 
Londoner® door provides a guaran- robes. Here’s a style trend 
teed long life of trouble-free service. many women are aware of 
Patented hollow-core construction and are looking for. 
prevents warping, checking, delami- 
nation. 








All these selling tools to help you profit more 








NATIONAL ADVERTISING CURTIS 
‘ GUARANTEE ; DIRECT MAIL 

CERTIFICATE , booklets, folders, en- 

. . velope enclosures to 
sell your customers 
on the individuality 
and quality of Curtis 
doors and windows. 


a big schedule of full- 
page, full-color adver- ) 
tising in Better Homes « 2 one of the most 
& Gardens, plus full- Y =) powerful sales 
page advertisements in 2 tools ever offered 
New Homes Guide and eae & to dealers...and a 
other consumer build- —_—_— quick “‘convincer”’ 
ing manuals. for home buyers. 














- x HELPS FOR YOUR 
AD MATS POINT-OF-SALE HELP —<=<_ \y BUILDERS 
carefully prepared Curtis door and Th hi available through 
for your local news- - b window selector i Sr hiedl you—builder award 
paper...radio scripts ae SS charts that speed \ 1 certificate...model- 
...publicity that ge Awe and simplify your home idea booklet 
identifies you as a j - , sales...counter ——} ...8ales clincher 
Gestis deter j - cards, tent cards, folder for your sales- 
: truck and job signs. a men and for the 
builders’ salesmen. 


























I-Q is planned for you! Curtis Companies Incorporated AL-559 


Clinton, Iowa 


Mail the coupon today! Please send me more information about: 


0 Curtis windows 0) The Curtis I-Q program 
0 Curtis doors 


® 
(0 FashionWood cabinets () Please have a salesman call. 
oe eee opbvedtn 


Individuality and Quality in doors, windows 
and FashionWood® cabinets para 
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OLD SHED turned into home planning center may not be too 
glamorous on outside, but displays inside have helped to step 
up sales for Delaware lumberyard. 


MANAGER HAL SWENDSEN shows inter- 
ested customer how he may use acoustical 


tile as a ceiling in closet. 


Old Shed Becomes Home Plan Center 


Results: Plywood sales up 30% and ceiling tile sales up 
25%, while other materials sales increase 10% to 20%. 


The home planning center of the 
Newark (Del.) Lumber Co. is the 
outgrowth of an idea long cherished 
by manager Harold M. Swendsen for 


CUSTOMER STUDYING exterior wall ex- 
hibit is shown cutaway section by man- 
ager Swendsen (right). 


92 


a place where he could show a home- 
owner how easy it is to do his own 
remodeling work. 


He converted an old lumber shed, 
20’ x 50’, large enough to house ex- 
hibits of every type of remodeling job, 
including residential walls, a_ re- 
modeled clothes closet, two attractive 
bathrooms and a kitchen, all built en- 
tirely of materials sold by Newark 
Lumber and featuring cutaway sec- 
tions showing each stage of construc- 
tion as well as the materials used. 


“Now all a homeowner has to do is 
drop by our center where he can see 
in step-by-step detail how to handle 
a remodeling job, what materials he 
will need and get to know the prod- 
uct’s name by referring to a label on 
it,” says Swendsen. Swendsen finds 
customers get a better idea of how to 
do a specific job by seeing how it is 
done rather than by having a sales- 
man tell them how to do it. They 
also take great personal pride in their 
remodeling work and they tell others 
about it. 

Center sparks sales. Since Newark’s 
how-to-do-it center was opened this 
past spring, the firm’s plywood sales 
have jumped over 30%, ceiling tile 
sales are up 25% and there’s been a 
10%-20% increase in the sales of 


other building materials. 

“One of our hottest sales-winners is 
a cedar-lined closet with a visible area 
of plywood under the cedar lining to 
show the homeowner how to construct 
it,” he says. “A kitchen nook also at- 
tracts numerous buyers who express 
surprise at the ease with which it can 
be built,” he states. The one on dis- 
play in Newark’s center is made of 
%4” plywood. It is surfaced with ply- 
wood and other laminates. 

Many customers make notes of de- 
tails required in certain modernizing 
and they buy materials as they need 
them; other customers constantly re- 
turn to the center to study the differ- 
ent steps involved in building a wall 
or remodeling a kitchen and pattern 
their own work after it. 

No selling is undertaken in New- 
ark’s home planning center. Thus, the 
firm has been able to serve the up- 
surge in customer buying since the 
center was opened without adding to 
its personnel. Nor has Swendsen put 
any promotional efforts behind his 
center. He prefers to confine it to his 
regular customers who now make up 
the bulk of traffic in the center and 
whose good word-of-mouth advertis- 
ing about it is largely responsible for 
the big hike in his remodeling busi- 
ness. 
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Now Arthur Godfrey, on CBS network's 


more than 200 radio stations, and 


Life Magazine, with more than 32 million 


readers, team up to help you sell 

new Weldwood Wax-—carnauba paste 
and self-cleaning liquid—and 
Weldwood Presto-Set Glue in the 
new bellows-action bottle. Contact 
your jobber today. 


United States Plywood Corporation 
55 West 44th Street, New York 36, New York 
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Your single 
source of supply 
for both 


PLATEBOARD 


the improved hardboard 
and 


INSULATION 
BOARD 


GRAINBOARD 


Oak and Walnut finishes 
in patterns of Plain, Random, 
Verti, Blok, Perforated 


S2Sand SiS 


A complete line of 
Smooth-two-sides hardboard 
Smooth-one-side hardboard 


INSULATION BOARD 


Building Board, Shingle 
Backer, Sheathing, Ceiling Tile, 
Roof Insulation 


These quality 
products, coupled with 
faster delivery, make 
Abitibi your ideal single 
source of supply 


@Reg. U.S. Pat. Off. 


see opposite page 


for more information 
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MONEY-SAVING pole shed for Castile, N. Y. lumberyard. 


Protection for 75¢ a Square Foot 
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BASIC PLAN, with open frontage to the east. 


William Van Arsdale of the Elitsac 
Co., retail lumberyard in Castile, N.Y., 
says the above shed was built for less 
than 75¢ per square foot, figuring ma- 
terial at retail and yard labor at $3 
per hour. The cost does not include 
gravel in front of shed. 

“It gives us protection on the west 
side and easy access for our 5,000-Ib. 
capacity lift truck,” Van Arsdale said. 
“Piles are only three deep, so lumber 
in rear is not hopelessly piled under.” 

The covered back uses 1x6 DM 


No. 4 white pine. Poles in front are 
20’ and poles at rear are 16’. The 
2x6 rafters are 24” o.c., with double 
2x12s. There’s a metal roof. Short 
bins at end are for plywood and roof- 
ing. 

Van Arsdale said his company hopes 
to get lumber shipped in the Mc- 
Cracken Modular Lumber packets. 
He also would like to see roll roofing 
shipped in baskets. 

The fork lift is on an International 
#300 tractor. 





USE THE HANDY COVER CARD 
SEE INSIDE BACK COVER 





May 11, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








Factory-finished 


Never needs shellac, lacquer, or varnish 
Won't split or splinter 

Large 4’ x 8’ panels go up fast 

Easy to saw, nail, apply 


No maintenance needed 


Better building products 
through research in wood chemistry 


PLATEBOARD 





Building Supply Dealers are 
reaching a triple-volume market with these 
beautiful factory-finished panels. 


Wood-Grain PLATEBOARD, the improved hardboard, is helping 
dealers to increase their sales and profits. Here’s why: 


PLATEBOARD’S unique combination of distinctive beauty and 
low cost (both material and construction) makes wood-grain 
paneling within the reach of practically everyone. Builders 
and remodelers can add ‘“‘glamor’’ to their rooms and still keep 
costs low. Home handymen can panel existing walls or build 
new ones easily—all at a fraction of the cost of most wood 
surfacing materials. 


Available in oak or walnut finishes in five attractive patterns, 
sturdy PLATEBOARD panels are ideal for homes, offices, commer- 
cial establishments, and other interior applications. Abitibi 
offers a complete line of hardboard and insulation board 
products—all available in mixed carload shipments from our 
mill at Alpena, Michigan. 

WRITE US TODAY for your package of materials that explains how 
you can cash-in on this triple-volume market with Abitibi Wood-Grain 
PLATEBOARD. 


ABITIBI CORPORATION : General Sales Office Penobscot Building, Detroit 26, Mich. 


Reg. U.S. Pat. Off. Manufacturing Plant - Alpena, Michigan 
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Aerial view of business district, Joplin. 


VW « v7 
Price 
The Big Problem in a Small City 


Total annual sales of building ma- 
terials in Joplin is approximately $5 
million, according to government sta- 
tistics. This means that the city’s 10 

Joplin, Mo., a city of 38,711 people living and working a a euen ts 
in an area of steady, substantial growth, is served by 10 terms of population, together they 
price-conscious lumber dealers. Their answer to the ques- have sales of $1 yA ow) co _ every 
tion, ‘‘What is your biggest current problem?"’ is this: 517 bak Gittbn th cock vad "oa a 
the business. 

There has been considerable expan- 
sion of building in the city’s outskirts, 

To get the picture of how dealers are facing this and including several new shopping cen- 

: os ters bordering new  super-highways. 
other problems in the small towns and cities of the U. S., The new Joplin Industrial Park is at- 


American Lumberman interviewed every dealer in Joplin tracting manufacturing industries. 
early this year. The results are reported at right. _There has been some tract building 
of homes in medium price ranges, plus 
a moderate amount of custom home 
building. One builder has been suc- 
cessfully building and selling $40,000 
(continued on page 98) 


“The other dealers, especially the lineyards, which are 


" 


cutting prices. 
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BUILDING PRopy 
C 
DEALERS: * 


Truscon is telling this 


Story to your 
Cust 
in I din omers 


‘ 9 builder pub. 
~ 


ALUMINUM WINDOWS 





























, alias . P : STEEL 
Truscon builder-inspired designers have engineered excess cost right out of wiNDOws 


metal windows and doors. We’re now on the market with addi- a 
tions to our complete product line that are designed specifically a: 

for the economic needs of home building and light construction — not 
simply adapted to them. 

This new philosophy —and it is new in this industry— 
reflects itself in mass-production GGA economies. Cash savings that 
we Can put into traditional Truscon quality, one area in which D 
we will not compromise. As a result, competitively priced a 
Truscon products are worth dollars more on the job and in the structure, 
































DOORS, FRamEs 


METAL 
AND ACCESSORIES 
Coincidentally, we have been busy streamlining distribution and dis- 
tribution costs. This pruning is paying off in improved service 
at low cost. You aes) have the advantages of an expanded 
dealer organization, backed by our nation-wide i net of service- 
minded warehouses, for fast delivery of what you want, when you want it. 
Truscon is geared up _~=g@=— now to sell like “60” in 59... complete 
selection... high quality Da ...mation-wide warehouse stocks. It 
all adds up. Try Truscon today. 
Note: Be sure to see these new Truscon Products; Series 500 


Aluminum Awning “Window, Series 160 Aluminum 
Single-Hung Window, Aluminum Slider, Metal Door Frame. 


— fj... ee 


F T REPUBLIC STEEL CORPORATION 
R E U B Li Cc Ss E E L TRUSCON DIVISION © DEPT. C-7582-C 
1O58 ALBERT STREET * YOUNGSTOWN 1, OHIO 


TR U sc o Lad LS) ivi Ss a Le st } I’m interested in Truscon quality products. Send facts. 


Youngstown 1, Ohio oe re 


® 





feb! * NAMES YOU CAN BUILD ON Firm 
Address 





5 City Zone. State. 
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PRICE PROBLEM 


(begins on page 96) 





houses in a development. A local pre- 
fab plant has begun operations, turn- 
ing out 200 houses in 1958. Approxi- 
mately 40 of these were erected in the 
Joplin area. The city’s 10 lumberyards 
participate very little in supplying ma- 
terials for these prefabs. The rest of 
the prefaber’s production was sold 
within easy truck haul distance from 
Joplin. 

Business volume of Joplin’s 10 lum- 
beryards has declined about 10% in 
the past two years. Profits are down, 
likewise, but by a larger percentage. 
Five of Joplin’s 10 yards are units of 
line yards. As a group the lineyard 
buildings appear to be better main- 
tained than do those of the locally- 
owned independent yards. One of the 
independent yards is considering a ma- 
jor remodeling of its store; none of the 
other nine reported any such plans. 

Major problem. “Our biggest op- 
erating problem is the price-cutting 
tactics of our competitors,” charged 
one dealer. “The dealers cutting prices 
the most are the lineyards.” 

The lineyard managers confess they 
get business by bidding low. 

“But we are making money on 
these low prices, so why shouldn’t we 
do it?” replied the lineyard manager, 
charged as being the chief price-cut- 
ter. 

The American Lumberman report- 
er showed several Joplin dealers a 
copy of Art Hood’s famous editorial, 
“20 Things To Do Before Cutting a 
Price”. 

“Will any of these points help solve 
the situation?” they were asked. 

“Oh, I suppose so but those points 
are hard to put to work,” was the 
average reply. 

Customer demand. “We get a big 
call for aluminum windows,” com- 
mented one dealer. “No, we don’t 
stock them, but we'll take orders for 
them. We'd rather push wood win- 
dows. We have our own millwork 
plant where we make our own.” 

“Kitchen and bathroom moderniz- 
ing is the biggest home improvement 


Business Atmosphere 


Joplin was founded 110 years 
ago, the result of discovery of 
lead nearby. It is the center of an 
agricultural region producing grain, 
milk, fruit and livestock. It is an 
important railroad center. In- 
dustry is busy and the city is 
actively attracting new business. 

A firm billed as “the world’s 
largest maker of water cooling 
equipment” is expected to build in 
Joplin’s Industrial Park. Impor- 
tant food packing and fertilizer 
plants are there, as well as zinc 
and lead processing. It is a 
pleasant city, with excellent 
schools and close to: the Ozark 
recreational areas. 











job volume currently in this area,” 
another dealer reported. “No, we 
don’t try to make up a standard 
kitchen or bathroom package because 
everyone wants something different. 
We deliver the materials they order. 

“Component building? No, we've 
had no call for components.” 

Materials handling. Yard and ware- 
house work in Joplin’s 10 lumber- 
yards is done strictly by “armstrong” 
power. 

“We don’t have room for a fork 
truck,” replied several dealers in an- 
swer to questions about possibilities 
of cutting materials handling costs. 
“My yard is old and the alleys are 
too narrow,” complained one dealer. 

Another dealer pointed with pride 
at his delivery trucks, each equipped 
with a dump bed. “It’s easier to drop 
lumber on the job with one of these,” 
he said. 

Home finance. Mortgage money is 
not easy to get in Joplin. 

“Our banks are reluctant to lend 
on FHA or VA mortgages,” one deal- 
er said. “They confine their mort- 
gages largely to conventional bank- 
type lending.” 

“If your family has been a customer 
of the bank for three generations, 
then maybe you can get a home loan, 
but not otherwise,’ another dealer 
said. 


“Of course, the prefaber last year 
had his own mortgage money sources,” 
a dealer reported. “We haven’t been 
able to get that kind of money for our 
builders.” 

Competition. Joplin is about 100 
miles from Tulsa, Okla., via the new 
Will Rogers Turnpike; driving time 
from Tulsa to Joplin is less than two 
hours. 

“Do you find that applicators from 
Tulsa are coming in here since the 
highway was completed?” dealers were 
asked. 

“You bet they do,” several said. 
“We tell people they ought to buy 
from home folks, but they go right 
ahead and buy from these sharpies 
from the big city.” (Tulsa’s popula- 
tion is 182,740). 

Problem solving. “What can dealers 
do as individuals to solve the problem 
of price-cutting?” Out of 10 times the 
question was asked, nine replies were 
expressions of hopelessness. 

“But it looks like there’ll be more 
volume in 1959, and we think we'll 
get our share,” they added, hopefully. 

The tenth reply was as fine a state- 
ment of modern retail lumber and 
building material merchandising as the 
reporter had heard in months. It came 
from a lineyard manager. 

“We got to get into selling the en- 
tire job, as a package,” he said. “In 
this way we can control the sale to 
the homeowner and contractor. The 
lumberyard is the natural focal point 
of our home building industry. 

“Our materials are the best, but 
we’ve got to show the homeseeker 
what he wants to buy, not merely 
what we hope to sell him. He is inter- 
ested in a finished product, not in a 
pile of materials. 

“We've got to take responsibility for 
the completed job, not just our mate- 
rials. We must be home planning head- 
quarters, home financing headquar- 
ters, home building and home 
improvement headquarters for this 
community.” 

“How many of these things are you 
doing?” asked the AL reporter. 

“We've just talked about doing 
them,” was the reply. “We’ve been 
too busy fighting cut-price competi- 
tion to get started.” 





FIBREGLASS PANELS 


SCE EEE HEHEHE HEHEHE HERE SEE EEE EEE EEE 


: = THE “NEW LOOK" THAT SELLS 
Translucent Fibreglass panels—corrugated 
or flat—in on endless array of colors and 
textures, add striking permanent beauty, 
to any home, store, office or plant. Sell 
it for patios, carports, partitions, window 

skylights, overhangs, en- 
Ideal for colorful non-break- 


walls, shutters, 


closures, etc. 


able window glazing. 
for you, wherever it is used. 


Vitalite will SELL 


Write or phone for complete details. sizes. 


UNITED PLASTIC PRODUCTS CO. 
Dept. AL, Rte. 130, Florence, N. J. 
HYacinth 9-0591 
We manufacture the products we sell. 
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HARDWOOD POLE SOCKETS 


For supporting poles in clothes closets, wardrobes, 
doorways, etc. 

Made of durable hard maple for maximum 
strength, with extra deep holes to prevent heavily 
loaded poles from dropping out. 

Low in cost — easy to install — available in several 


Ask your jobber, or write 


WADDELL MFG. CO. 


117 TAYLOR AVE N 
GRAND RAP S 
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BOSTITCH~ your invisible salesman—invites you to... 


Choose Your Own 
Bostitch Bonus Profit 
? Springtime Deal 


ORDER THIS... and we give you this 
AT NO EXTRA COST 


=> 
Deal #1 Gras, 2 additional boxes — 
20 boxes of staples Re up to $8.60 bonus profit 


Deal #2 1 15-8 Tacker — 


. fit 
40 boxes of staples $13.25 bonus profi 








Deal #3 "_4 Z/ 1 2B or H5 Stapling Hammer — 


60 boxes of staples up to $19.50 bonus profit 








Deal +4 2 T5 Tackers or 1 H4 Hammer — 


up to $29 bonus profit 


100 boxes of staples 














Which deal do you want? Send a card or call your Bostitch 
man now. This special bonus profit deal ends June 27, 1959. 


These deals are just one part of the all-out Bostitch Spring Promotion. Look at this advertising support— 


To your building trade customers... 


Advertising during the month of May in Practical Builder—American Builder—House and Home 


To do-it-yourselfers ... 
Advertising during the month of May in The Saturday Evening Post—Popular Mechanics—Popular Science 


EVERY AD TELLS READERS TO SEE YOU, THEIR DEALER 


Your Bostitch representative has a selection of FREE sales promotion aids to boost your sales. 


Ask him to show you Free Dealer Aids. 


For more about Bostitch tools, their uses, advantages and buyers—see reverse side. 





MANY USES...MANY USERS... 


That’s why Bostitch tools are so profitable 





T5 TACKER 
Suggested List $1325 


Fastest selling tacker in the 

Bostitch line. Extremely ver- 

satile, it cuts time on every 

job — and makes work less ’ wes. 
tiring. Places staples occu- sere, we 


rately in tight places. Safer 
than hammer and nails. Will USERS AND USES. The most popular Bostitch tool for builders, mechanics and home handy men. 


not mar ee. a oo Works fine where you can‘t swing a hammer. Installs ceiling tile, insulation, metal lath, wall board 
sence tem 8/8" to 9/16” planking — literally scores of light tacking jobs. This is a quality tool. Customers can tell by its 
° : solid feel and in the power of its driving mechanism. 





H5 STAPLING HAMMER 
Suggested List $1750 


This is the lightest duty 
Bostitch Stapling Hammer. 
Drives low-cost staples of 
025” round steel wire. Uses 
3/16”, 1/4” and 5/16” staple 
leg lengths, interchangeably. 

It's the almost ''no fatigue" USERS AND USES. The Bostitch H5 Stapling Hammer is for all light tacking jobs where the worker 
way to ~ light fastening doesn’t need the precision positioning he gets with the T5. Used for installing builder's paper, 
pee Cone tant foil-type insulation, vapor barriers and where one-hand operation is helpful to the worker. As 


with all Bostitch tools, one hand is free to hold the work in place. 











H2B STAPLING HAMMER 
Suggested List $1950 


Over the years we've added 
many advances so that today's 
H2B is still the finest tool in 
oa cf » its field. For high-speed tack- 
He ing and light nailing jobs. 
i » Drives staples into light metals 
S. Vid ne we — ie _ USERS AND USES. Because it cuts time on so many fastening jobs, the H2B is a favorite with 
toonthe. thtedel 1438 1/2 tobe professional builders. One blow drives the staple into the work. The H2B’s powerful driving 
“a leg staples.) mechanism furnishes most of the force. For installing light framing, roofing paper, insulation, 
Cornerite, metal lath, undercourse shakes, and other medium-duty tacking jobs. 


y 
y 





H4 STAPLING HAMMER 
Suggested List 52900 


For heavy-duty stapling. 
Every swing drives a staple. 


Staples are made of .070” x a 
> aN 050” galvanized steel with a . j 
\ 3/4” legs. Legs spread in- b. aie e 7 ; 
gu / side the work for extra hold- x aN . % 2 S 


me Gower USERS AND USES. This stapling hammer is for the tough jobs — the ones where great holding 
power is needed as much as speed. Roofers report it cuts nailing time on asphalt shingles in half — 
and more. A fast method also for tacking metal discs in built-up roofing. Used for installing 
flashing and many other heavy-duty tacking jobs. 





Sell them—rent them—there’s profit for you both ways with Bostitch. It’s the line to push with spring 
fix-up jobs and the building season pick-up. Get in on the Bostitch Bonus Profit deal—right now. 


DROP A CARD TO YOUR BOSTITCH REPRESENTATIVE —OR CALL HIM NOW. 
OR, IF YOU WISH, WRITE US DIRECT. WE’LL HAVE A MAN CALL. 


(R 
Profits are better and faster with BOSTITCH 


STAPLERS AND STAPLES 


745 Briggs Drive, East Greenwich, Rhode Island 





Boost paint brush sales...choose from Rubberset’s 
profit trio of ee 


FREE DISPLAY DEALS! 


Make $25.32 profit on only 10 inches of counter 
space... with the new Square Deal Display Assortment 


This gleaming brass unit holds 4 dozen brushes .. . yet it’s only 10” wide, 9” deep and 
1914” high (including display sign). Brushes shown are fast moving and popularly priced. 
Assortment consists of 1 doz. each 1”, 14%” and 2” No. 122 Pure Bristle Varnish Brushes 
and 6 each 3” and 4” No. 202 Pure Bristle Wall Brushes. 








Square Deal display rack 
(A $5.00 value) . FREE 
Retail value of assortmen $63.30 
Dealer Cost at are 37.98 
PROFIT $25.32 


Modern swept-wing Golden V gives you 
$69.01 profit 


Show more .. . sell more—from this glittering brass-finished Rub- 
berset Golden V display. Size 2044” by 1344” by 11”. Assort- 
ment No. 17 contains 1 doz. each Golden V display rack 
1” to 3” No. 132 Pure Bristle 

J (A $12.00 value) FREE 
Varnish Brushes and 6 each of Retail value of assortment $172.53 
3” to 4” No. 216 Pure Bristle _Pealer Cost 103,52 
Wall Brushes. PROFIT........... .. $69.01 


—_—— 





You make $34.88 profit from Rubberset Tynex* 
Nylon brushes in ChromeKING display assortment 


*Tynex is a DuPont trademark 





Smart-looking chrome finish provides quality setting for quality 
brushes. Attractive modern design of this sturdy metal rack is certain 
to sell for you. Size 16%” by ChromeKING display rack 
11%” by 11%". ChromeKING (4 $7550 value).............. FREE 
assortment totals 5 doz. No. 1135 __ Retail value of assortment 

Tynex Nylon Varnish Brushes. 1 _ Dealer Cost 

doz. each from 1” to 3’. 


ASK YOUR RUBBERSET SUPPLIER ABOUT THE RUBBERSET 
PROFIT TRIO OF FREE DISPLAY DEALS! 


Your best bet is 


a - 


on 
Full line quality —7 + ies % 


paint brushes Fast-acting all-purpose roller line 
brush cleaner 


THE RUBBERSET COMPANY, 900 Passaic Ave., East Newark, N. J. 
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O\ \)’ TRINITY WHITE 

| SELLS! 

© (TS THE WHITEST WHITE PORTLAND CEMENT 
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FOR $10,000 HOMES 





$14,000 HOMES 





Suburban BUILT-IN RANGES 


GAS OR ELECTRIC—BEST VALUE AT EVERY PRICE LEVEL 


Regardless of the price home, you can include the sales 
power of Suburban and offer prospects all 36 of the features 
most women want in a built-in range. Here’s real quality ata 
price you can't beat! P/us — models available in both gas and 
electric to fit same size cabinet opening — interchangeable. 
Get your value-packed price from your local distributor. 
Send coupon today! 


Free Color Literature! 
Samuel Stamping and Enameling Company 
Dept. AL-59 — Chattanooga, Tennessee 


Send me complete information and prices on 
Suburban Built-in Ranges [ ]Gas_ [_| Electric 


Name 


Address 





WOMEN CUSTOMERS at Brookhart's Building Material Center, Colorado Springs, Colo., helped this firm 
sell more tile in one month than in all of 1958. 


More sound control in homes . 


Big Swing to Acoustical Tile 


Women have strong opinions about controlling sound in their 
homes. Their influence is reflected in rising sales of acoustical 
tile for both new construction and remodeling. 


Last fall McCall’s magazine as- 
sembled 100 housewives for a con- 
catenation known as a “Congress on 
Better Living.” Meeting in Washing- 
ton, D.C., the ladies chattered for three 
days. 

They seldom agreed on their hous- 
ing needs, but one feature favored by 
about three-fourths of the delegates 


¥ s 
Armetrong CENLING 


was wider use of acoustical materials 
in the home. 

The girls preferred acoustical con- 
trol in the kitchen, children’s rooms 
and in the recreational or family room. 
But one woman went even further: 

“I feel that acoustical ceiling mate- 
rial should be used in dens, kitchens, 
bathrooms and _hallways—wherever 


UPGRADING sales are easy when store manager, Walter 
Ackley, left, Joffe Lumber and Supply Co., Vineland, N. J., 
shows the customer differences in quality, stresses small cash 


difference. 


104 


noise is present or there are children. 
Only with the exception of the bed- 
room, I would say, acoustical ceilings 
should be put in.” 

Sales up. Apparently these ladies 
and their counterparts everywhere are 
getting what they want. Recently 
American Lumberman completed a 
dealer survey for a tile manufacturer 
which proved that acoustical products 
are being sold in increasing volume. 
For example: 


¢ The ratio between plain tile and 
acoustical tile is now 68% to 32%. 
Just two years ago acoustical tile was 
less than 10% of all tile sold. 


¢ Higher priced tile is being sold, 
there’s less sales resistance to a premi- 
um acoustical product. The price pat- 
tern per tile now handled by dealers 
is as follows: 

15¢ to 20¢ .... 59% 
20¢ to 25¢ .... 24% 
25¢ to 30¢ .... 10% 
30¢ and up.... 7% 

The dealer survey also brought out 
information on selling acoustical tile 
useful in merchandising the product. 
Retailers note the following: 

78% said appearance was impor- 
tant 
62% mentioned the cost 
53% were interested in ease of 
application 
(continued on page 106) 
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POLE-TYPE CONSTRUCTION... 
A FAST GROWING MARKET 


Don’t miss out on the booming demand for pressure- 
creosoted products... now is the time to stock up and 
take advantage of this fast-growing, profitable market. 


When built with pressure-creosoted lumber and poles, 
warehouses and farm buildings will last a lifetime because 
creosote—the only time-proved preservative—provides 
lasting protection for wood. Here’s why: 


CHEMICAL STABILITY: Creosote does not decompose or 
react chemically with soil water. 


MULTIPLE Toxicity: Fungi and wood-destroying insects 
can’t build up an immunity to the many toxic ingredients 
contained in creosote. 

PENETRATION EASILY CHECKED: You can see the depth of 
penetration in any cross-section. 

BRUSH AND GRASS FiRES: Creosoted wood is resistant to 
destruction by small fires. 

THE ONLY TIME-PROVED PRESERVATIVE: In many cases, wood 
that has been pressure-treated with creosote, has been in 
use for over 50 years. 


PLASTICS AND COAL CHEMICALS DIVISION 
40 Rector Street, New York 6, N. Y. 
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ACOUSTICAL TILE 
(begins on page 104) 





40% were concerned about wash- 
ability 

17% asked about fire safety 
Breaking down sales, the survey re- 
vealed that 60% of all tile sales go to 
the consumer. Contractors absorb 
28% of the volume and 8% is sold to 
contractors handling commercial jobs. 
Big displays. Mass display of tile 
and stronger merchandising of high- 
priced, premium products is a strong 
trend noted by American Lumberman 


correspondents in key areas. 

For example, ceiling tile sales have 
more than doubled for the Joffe Lum- 
ber and Supply Co., Vineland, N. J., 
since they started using large floor 
displays. 

“Ordinarily, customers would ques- 
tion us about ceiling tile and we would 
show them samples of those which we 
stocked,” explains store manager, Wal- 
ter Ackley, “and we did a fairly nice 
sales volume this way. Then, we de- 
cided to mass display what we stocked 
so that more customers could see what 
we handled. We soon found that our 
sales of tile had more than doubled. 
Now, we are devoting still more floor 
area to tile.” 





DENISTON 


“LEAD-SEAL”’ 


GALVANIZED 
FINISH ONLY 


and Bump 


Also furnished 
in RING SHANK ond 
STRAIGHT SHANK 


Designed to a Special Job 


No one type of nail is good for all types 
of duty. That’s why DENISTON de- 
signed a nail especially for use in applying 
metal roofing. One that would give a seal 
through which no moisture can penetrate. 

DENISTON ‘“‘Lead-Seal”’ galvanized 
metal roofing nails have proven their effi- 
ciency because of these advantages— 
“‘Jead-seal’’, triple-lock, drive screw shank 
and heavily zinc-coated for protection 
against rust. With this combination you 
get a nail that will easily last the lifetime 
of a roof. To insure superior quality, 
DENISTON ‘“Lead-Seal’’ nails are now 
available in galvanized finish only. 


All DENISTON nails are shipped in 
50 lb., 3-ply corrugated colorboard cartons. 
Literature and price information available 
from your jobber or write direct. 


eae: ioe Fa 


DENCO Set Metal Rooting Nails 


6,000 pounds of pressure is used 
to compress the lead cold, both over 
and under the steel head of the nail 
as well as down the shank. This in- 
sures a tight head that is impossible 
to knock off when driving the nail. 
In addition, the lead forms a perfect 
seal in the hole made by the nail. 


The heads will not ‘“‘pop”’ off from 
the expansion and contraction of 


the metal roofing nor from 
vibration. 


32 Years of Quality 


THE DENISTON COMPANY 


Barbed 
Shank 


Ring 
Shank 


Bright or Galvanized Finish 


aN 


wind 





49th & South Western Avenue e 
IN CANADA: EASTERN STEEL PRODUCTS CO, 
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Because of the large assortment of 
ceiling tile handled by Joffe, only the 
most popular sellers are stocked in 
depth. Samples of others are displayed 
and ordered from the wholesaler with 
deliveries usually made within a few 
days, or less. Ackley finds that this sort 
of inventory control provides him the 
best coverage for his capital invest- 
ment and that it satisfied most cus- 
tomers. : 

All ceiling tiles at Joffe are dis- 
played on upright display panels so 
that shoppers can easily view them. 
Tiles are displayed by brand, pattern 
and design so that customers can see 
the various qualities available in the 
selected tile. This type of comparison 
goes a long way in helping Ackley “up- 
grade” better than 95% of his cus- 
tomers. 

Sells Quality. “As ceiling tile is 
practically a 100% do-it-yourself 
item,” explains Ackley, “we tell the 
customer that the small difference in 
price between the highest quality and 
the other grades is so small that they 
may just as well have the best. We 
figure out for them the net difference 
in cost for the tile that they originally 
were interested in, and the superior 
quality that we are showing them in 
order to emphasize that for a little 
more, they can get much higher qual- 
ity.” 

To make sure that customers get 
all the tile in the particular pattern 
and quality that they need for a ceil- 
ing installation, Ackley usually “over- 
sells” the customer. With it goes a 
guarantee that the yard will buy back 
all tile unused. From past experience, 
it has been found that when a cus- 
tomer has leftover tile from a par- 
ticular ceiling they often begin to use 
it in another room. This prompts them 
to return to Joffe Lumber to obtain 
additional tile to complete the job. 

“As soon as we have sold a custom- 
er the required ceiling tile, we im- 
mediately begin to feature mouldings, 
strips and various types of paneling. 
Once a customer has decided to in- 
stall ceiling tile, they are ‘vulnerable’ 
to related sales. Better than 30% of 
all customers buying ceiling tile end 
up buying related materials, which we 
feature.” 

Ceiling tile is featured in this firm’s 

(continued on page 108) 


KITCHEN sound conditioning is a grow- 
ing market for Security Lumber and Sup- 
ply Co., Bradley, Ill. Demonstrations of 
Insulite tile are given in Security's model 
kitchen. 
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ALWAYS CLEAN... ALWAYS NEW! 


No stain! No fading! Carefree! 


We have 
something 
really NEW 


in acoustical 
ceilings... 


771111 IRN 
date). 1)) PLASTIC ACOUSTICAL TILE 


“= Lg 
tj] | | Modern living demands sound conditioning 
...TRI-BOND rates high! 





Tri-Bond Acoustical Tile is engineered with 529 sound-trap holes Tri-Bond also manufacturers a complete line of quality 
leading to a thick, fibre-glass backing giving it efficient sound wall tile. You can realize the maximum profit opportun- 
conditioning. Tri-Bond’s rich, sculptured, non-porous plastic surface ity by stocking and displaying the entire Hine. Mail ne 

Hee : f Se coupon TODAY and we'll rush full details of Tri-Bond’s 
never needs painting ...never loses its sound absorbing efficiency. Profi Pieters for lumbeormen. 


A swish with a damp cloth keeps it clean, new, and sound condi- MASTRO PLASTICS CORP. 


tioned forever. 

f 3040 Webster Avenue + New York 67, N.Y. 
Tri-Bond is produced in America’s most glamorous and beautiful, Trtttttttttttt 
soft, pastel colors. Installation is easy...put adhesive on the four 
cementing discs and apply. It will stick to any sound ceiling or wall 
surface. Self-leveling lugs guarantee perfect alignment. 


Mastro Plastics Corp. 
3040 Webster Ave., New York 67, N. Y. 


Please rush me full details about __ 
° P ‘ i LJ Tri-Bond Acoustical Til L] Tri-Bond Wall Tile 
Lumbermen find Tri-Bond‘s exclusive features make it easy to “s 4 


trade UP. Once shown the actual tile and properly presented, 
building contractors and do-it-yourself trade will want the acous- 
tical tile with the everlasting beauty. Tri-Bond Acoustical Tile will 
enhance your sales and profits. 


Name. iintintantnienctllilatatil 





Firm 





Address. 


City. State. 
[] Dealer LJ Builder [) Architect 
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( Were's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 


WILL NOT SHRINK 
it WORKS BETTER. 


STICKS AND STAYS pify 





Most dealers report: 

“Our sales of Dur- 

ham’s Rock - Hard 

Water Putty keep 

doubling, year after 

year.” What’s more, 

Durham's Rock- 

Hard Water Putty 

gives you by far the 

best profit margin on 

any product of this 

nature. Use it yourself, and you'll quickly 

see why it sells so fast, and repeats so regu- 

larly. Many patching materials may shrink, 

fall out or chip off. Durham’s Rock-Hard 

Water Putty does not shrink. Absolutely 

not, It sticks and stays put. You can saw or 

chisel it, paint or polish it to a velvet smooth 

finish. Easy to use. Keeps indefinitely. So 

economical. Just mix with water as 

needed. « Packed twelve 1-lb. cans or six 

4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 

industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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FRAMED samples of acoustical tile hung 
on the wall like pictures show off prod- 
ucts for Jack Lassiter, manager of the 
House Doctor service at the Dickason- 
Goodman Lumber Co., fulsa, Okla. 








SYMONS 
Form Brace 


Adjusts 
at Top 
of Form 
or at 
Steel 
Stake 
Level 


Newest addition to Symons line . . . steel 
form brace. It is easily tied to pre-fab or 
built-up forms and to wooden or steel 
stakes. Once attached, brace can be ad- 
justed at top of form or at stake level for 
positive alignment. Comes in regular 
lengths of 6’ and 10’6”. Brace extensions 
available. 


SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicago 39, Ill., Dept. E-9 
Please send complete dealer price information 
on your NEW FORM BRACE 


Firm Name ia 
Address e saiginetniigniiclaibainat 
City apna 


l 

| 

| 

| 

Nome____ ve | 
- | 

| 

| 

1 


108 





ACOUSTICAL TILE 
(begins on page 104) 





newspaper advertising separately from 
other advertising. Following general 
competitive practices in the area, Joffe 
features low-priced tile in their ads, 
but also emphasizes quality brand 
name lines. When shoppers come in, 
they see what has been advertised side- 
by-side with quality lines. A compari- 
son of the two usually convinces the 
customer that buying the higher grade 
is their best bargain in the long run. 
Joffe now sells better than 85% of all 
its tile in the highest price range. 

Record month out west. An effec- 
tive merchandising push last February 
helped a Colorado lumber dealer sell 
more ceiling tiles in one month than 
in all of 1958. 

The dealer is Brookhart’s Building 
Material Center, Colorado Springs, 
Colo., and the remarkable increase in 
ceiling tile sales occurred during the 
company’s 11th anniversary sale. 

Much emphasis was put on ceiling 
tile promotion both before and during 
the sale. Besides featuring ceiling tile 
in their local newspaper and television 
advertising, Brookhart’s enclosed an 
Insulite ceiling tile stuffer with Janu- 
ary statements to all accounts and, 
during the sale period, gave a booklet 
called “The Insulite 3-Step Method for 
applying Ceiling Tiles” to all custom- 
ers. In the showroom, a large display 
was made by using several cartons of 
ceiling tile along with selling aids pro- 
vided by the manufacturer. 

The gain in ceiling tile sales was 
coupled with an increase in related 
items—such as floor tiles, wall panel- 
ing and paint—for home modernizing 
and remodeling. 

Brookhart’s anniversary sale has be- 
come an annual affair since the com- 
pany held a grand opening for its new 
showroom three years ago. At that 
time about 10,000 persons out of a 
population of 70,000 came to the two- 
day open house. 

Growing sales, potential. Looking to 





LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


; \ aX t y “7 SUP¢ R 7 
YA iw l 'Op 
- N meet} 
ew 


M 
fo as Ve 
y, fg ‘ 


a 


+s 


5 VM 
O ) 
~ ead 
PN 


Le: MICHICg, 
SAK 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





Marshfield & Park Falls, 


*Roddis Plywood Corp. . . 6 Realtens 
Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich 
Roddis Lb. & Veneer Co., Ltd. 
Sault Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 


dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors. 
Plywd. Modern Dry Kiin facilities. 





Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Block patterns. Custem kiln drying. Upper grades 
Hord Maple and Birch lumber, rough. 





tMember Maple Fleoring Mérs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
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There’s more 


pr fil for youl STRIP—The all-time favorite for new 
construction or added rooms. 


in these Bruce 


PRE-finished Floors 


BLOCK—A smart modern floor for in- 
stallation over wood or concrete. 


Ideal for 
remodeling 


4 
deem — — — — — ee ee _— 


s 
s 


RANCH PLANK-A popular floor with | CRESTWOOD-A special %” flooring 


random widths and walnut pegs. 


® These distinctive Bruce Floors have real ap- 
— for builders and do-it-yourself customers . . . 
or new homes and remodeling. 

High in style and beauty, they give homes 
extra charm at little extra cost because Bruce 
has eliminated the expense of on-the-job sanding 
and finishing. Bruce Ranch Plank, Block, Strip, 
and Crestwood all have the famous “Scratch 
Test” finish, baked-in at the factory for beauty 
and long life. 

When you handle these popular Bruce Floors 
you can create new sales and make more on 
every foot sold. You make your regular flooring 
profit plus an extra profit on the finish. For prices 
and information on sales aids, write: 


E. L. BRUCE CO., 1742 Thomas St., Memphis 1, Tenn. 
World’s largest maker of hardwood floors 





for easy installation over old floors. 


HOW BRUCE HELPS YOU SELL 


Full color 
advertisements in 
leading magazines 

A dominant advertising program 
in consumer and building mag- 
azines has made Bruce the best 
known and most wanted of all 
hardwood flooring brands. 


Literature, mats and 


other sales aids 

When you handle Bruce Floor- 
ing you get the benefit of com- 
plete advertising and sales helps. 
Leaflets, folders and newspaper 
mats are furnished free. 


Bruce PRE-finished Floors 








FOUR-PAGE FOLDER on Handyman Ac- 


count gives terms on second page, ap- 


on a 1 
ANDYMAS plication on third page, postage-paid 
yi at return address on back page. 
accour J 
desig"? 


or the 


"Po-It- : 
" REGULAR CHARGE ACCOUNT 


The convenient way to buy all during 


A 1° ” 

" the month and pay only one bill at 
the end. There is-no service charge on o regular account that 
is poid by the 10th of the following month 

REMODELING? HANDYMAN’S ACCOUNT 


It's designed for the Do-it-Yourselfer 
Lumber prices, high or low, Get the materials now for that job 
mean little to homeowners. you've been putting off — no down payment is required 
They’re far more interested in if you have a HANDYMAN Account. You also have the 
the down payment and monthly option to arrange your own terms. When you receive your 
payments required to get more statement at the end of each month, you have the option of 

4 r " paying 2, %, or 4 of the balance. Minimum payment is '% 
living, sleeping : recreation of the balance or $10.00, whichever is greater. A small service 
space ... in learning how to charge of a penny and a half for each dollar of the balance 
plan it attractively and econom- of your account is added monthly. You pay no service charge 
when you make full payment within 30 days. Here's an 
example of how your Handyman account works: 

















ically. 

To sell this market, try the 
magazine designed exclusively 
fi teher ve We use in attract- comme. = —_ $60) $80)$100/ $120) $160 wave 
ing home modernization busi- You can pay 
ness, HOME Maintenance & os futle os sis tes eon tla les lade 
Improvement. You'll see in every 
article, on every page, a means 
of stimulating more store traffic 
and more “big ticket” improve- 
ment sales. 

Find out more about this com- 
plete advertising program for + Samet, et ate nss 
dealers, published by American 
Lumberman ... you'll be agree- 
ably surprised at the response 
you get, and at a cost of only 
60¢ per year per 
name. Sample 
copy and com- 
plete details on 
request, 
































EXTENDED PAY ACCOUNT 


























HOME ——— Credit Plan For Do-It-Yourselfers 


Maintenance and 
Improvement 
Service Manager, Room 503 
59 E. Monroe St., Chicago 3, IIl. More than 700 folders with appli- For example, a. handyman may 
Send us complete information, with- cation blanks, illustrated above, were pick up materials for a job without 
out obligation, on your direct mail picked up by visitors to the South- making any down payment. When he 
advertising program for lumber western Home Show in Dallas. As a receives his statement at the end of 
dealers. result, signed applications started each month, he may pay as little as 
; coming into the Don Cameron Lum- $50 if his balance is $200; or $10 if 
Company ~- ber Co. right after the show and hie his balance is $40. A service charge 
— arriving, according to Herbie oF 114 ¢ for each dollar of the balance 
odd, Cameron’s sales manager. ie ie wiet hl 
Geared to ease the brunt of full oe satcnresae ™ ° od monty. 
Cit ; payment off the handyman’s shoul- In addition to its Handyman Ac- 
oe Er + ders, the plan offers credit up to $200 count, Cameron Lumber has avail- 
along with an option of monthly pay- able a regular charge account as well 
By - — ments of one-fourth, one-third or one- as an extended 36-month payment 
half. plan. 


Street 
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PUT THIS AZROCK 


SALES POWER 
TO WORK FOR YOU! 








/huse Beulifuls - WITH SOUTHERN SECTION 


BUILDING MANUAL 


FALL-WINTER 1958-59 





The Saturday Evening 


October 18, 1958 - 15° 


ge the are in Antarctica », corvon ‘Can TwRiGnT 
° pe Men's Minds a, soous nuxey 








si lots of sales “muscle” in Azrock’s 
bigger, better, harder-hitting national advertising 
program for the year ahead...one more reason why 


Azrock Flooring Products are the “Hot Line for ’59!” 


There’s brand-new visual impact in unusual, 
striking full-color ads in America’s leading 


home building and home decorating magazines — v I. Be y¢ ) KK ‘ ) I 
aracus 


ads that put the spotlight on floors — designed ) Bl L L. Jt ) i €; a 


to demonstrate, in dramatic fashion, how easy and 
economical it is to solve floor problems 


with Azrock Floor Products. 


Write today for the name of your Azrock distributor, 


who is anxious to serve you in every possible way. 





AZROCK IS GOING PLACES — 
WHY NOT GO WITH US! 


AZROCK FLOOR PRODUCTS DIVISION 


UVALDE ROCK ASPHALT Co. * 5$93D FROST BANK BLDG. ° SAN ANTONIO, TEX. 
e 


MA EKER SBS o F FF, oe eS ° AZROC EK ° 4'£ :3-2:.% 2s ° DU RAOCO 
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the power tool 


The first quarter results for 1959 are just in. Skil 500 Line 
Sales are up a full 36% over 1958—and 1958 was the 
biggest sales year in Skil history. This is proof that 
the 500 Line is HOT—the only kind of proof 
you can depend on—actual sales. 

Yes, the tools in Skil’s short but complete 500 Line— 
designed for high turnover—are moving fast and selling 
at a profit for dealers from coast to coast. 


@ The 500 Line concept is the kind of success story that 
produces imitators—but no one can match the quality 

of Skil products, Skil brand name acceptance, Skil 
service, Skil's field sales force, and Skil’s continuous, 
aggressive merchandising and advertising. 








‘SALES UP 


19% 





success story of the year! 


HERE ARE ACTUAL, VERIFIED SALES FIGURES FOR THE FIRST QUARTER OF 1959: 


Skil belt sanders up 10% « Skil orbital sanders up 12% * Skil hedge trimmers up 
200% °¢ Skil jig saws up 210% ° Skil circular saws up 40% ° Skil drills up 19% 


These figures dramatically demonstrate how dealers are 
ordering and reordering Skil 500 Line tools. Don't lose another 
day without having these fast-moving profit makers in your 
store. Get the SKIL 500 LINE story today—and 

start profiting tomorrow. 


.. Stlling Conde lodlay for Coadeshsp 


SKIL CORPORATION, 5033 Elston Ave., Chicago, Illinois 
3601 Dundas St., W., Toronto 9, Ont. 
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A “plain words” statement 
of policy.... 


Of all the things that go into the making of a sale, none is 
more important than your reputation. How strongly do people 
believe in you — how much faith do they have in your word? 
A lot of business hinges on that opinion. 


For example, the housewife who is building new or remodel- 
ing a kitchen depends on her contractor's advice for her built-in 
appliances. What he says is good is what she accepts. And the 
contractor recommends the appliances that YOU rely on, because 


he knows that you will back up what you sell. , 


This interlocked confidence — from consumer, to contractor, 
to dealer and to distributor — has put plenty of SOLD tags on 
PREWAY Bilt-Ins . . . for PREWAY appliances, by their appear- 
ance and performance, add immensely to the business image of 
the man that recommends them. PREWAY is the pioneer in the 
field of built-ins — appliances designed and engineered for 
built-in permanence. 





And PREWAY sales policy is just as basically sound. We are 
an independent manufacturer — in business nearly half a century 
— and we sell only to independent distributors who protect the 
dealers’ interest. We do not sell to the contractor direct. For these 
good reasons you see PREWAY prominently displayed by lead- 
iny dealers in increasing numbers all across the country. 








President, PREWAY INC. 


If you are interested in the best, most complete line of built- 
ins, suld the way your best interests are served, please write 





@ Gas and Electric 
Bilt-In Ranges 


@ Bilt-In Refrigerator- 
Freezer Combinations 


@ Bilt-In Dishwashers 
@ Bilt-In Hoods 
@ Bilt-In Barbecues 


8559 Third Street, North 
mitaliibe Nc. rd St 


Wisconsin Rapids, Wisconsin 


SINCE 1917— Pioneer manufacturer of built-in appliances — refrigerator- 
freezer combination, gas and electric ovens and surface units, ventilating 
range hoods, dishwasher. Member of Brand Names Foundation. 
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Designed 
With 

Your 
Customers 


In 
Mind! 














fo, 


eel | | 


i Cupples 

















ALUMINUM WINDOW 


LOOK AT THESE OUTSTANDING FEATURES ae Here’s the perfect window for your double- 


.. usually feund only in much higher-priced windows hung market. It isa completely new window 
Full 2%” frame for rigidity. z ‘ . 
Tubular extruded rails for greater strength. with many of the high quality features of 
aay metal-back pile weather stripping for : Cupples finest windows, yet is priced to 
ightness. cs é 
ceaiainn lift rail for convenient raising and meet all competition. Automation and vol- 
lowering of sash. ae. ume make this possible. 
Stepped sill for water tightness at this : 
vulnerable point. The market is here... now! Dealer profits 
Precision fitting joints. ‘i . 
Piaditien teek fer tocudty. are good and you have a minimum invest- 
—— rust, warp or rot... never need . ment in stock. Shipments often are made 

inting. 

Easy  eechall ee ee ee ; overnight from Cupples conveniently located 
Rigid tests by independent laboratory show they eo plant. Why not start promoting this “‘ bread- 


meet or exceed requirements of Aluminum Window REN ‘ 
Manufacturers Association. and-butter’’ window right away! 


NOW'S THE TIME TO GET INTO THE ALUMINUM WINDOW BUSINESS: 
Join up with Cupples...a company that makes only the finest aluminum 
windows—known nationally for integrity, dependability and fair-dealing. 
Many choice territories open. Write for details. 


PRODUCTS CORPORATION 
2653 South Hanley Road * St. Louis 17, Missouri 
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BOTTOM MOUNTING drawer slide by Amerock 
Corp. occupies unused space between drawers and 
is concealed when drawer is open; only “%” clear- 
ance is needed on each side between drawer and 
frame. Self-aligning heavy gauge steel tracks are 
zinc-plated with golden chromate finish and are 
available for 17”, 20”, 22” and 24” drawers. Tracks 
also can be cut to desired length for other sizes. 
Extra drawer slides for resale are supplied with 
special demonstrator (above) to give dealer a mark- 
up of 50%, plus the sales-stimulating demon- 
strator. 
Circle No. 201 on Handy Cover Card 


NEW SIDE MOUNTING drawer slide demon- 
strator offered by Amerock Corp. is equipped with 
cut down hardware illustrating all sales features of 
the slide. For use in cabinets and built-ins, the 
slide carries up to a 50-pound load. Cabinet tracks 
mount on bottom rail flush with drawer opening; 
each slide fastens with only four screws. Slotted 
holes at 4%” intervals make it easy to cut hardware 
to desired length, providing range of sizes from 
16%” to 24”. Only %” clearance is required on 
each side for installation. Nylon rollers provide 
quiet action. 
Circle No. 202 on Handy Cover Card 








What's Behind the Drawer Slide Boom 


INDIVIDUALLY BOXED per pair, Washington Steel Prod- 
ucts’ drawer slide No. B-2000N features rust-resistant steel 
slides with automatic stops. No cut is required in sides of 
drawer to install and screws are supplied. It is available in a 
range of sizes from 17” to 30” from 800 hardware and build- 
ing supply distributors. Suggested retail prices range from 
$3.35 per pair to $5.48 per pair; dealer discount is 40% from 
list. Of medium duty with four ball bearing nylon wheels, the 
slide also is available with axle bearing wheels in 17”, 19”, 21” 
and 23” lengths. 
Circle No. 203 en Handy Cover Card 
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Newest item to jet propel the sales appeal of cabinets is 
the drawer slide. Offering simple and inexpensive drawer 
control when properly installed, the slides tend to resell 
themselves. Once a homemaker has examined drawers 
mounted on slides, they quickly become a working symbol 
of function, ease and convenience now available in the 
kitchen or other rooms in the home. Here’s why: 

* Slides allow full extension of the drawer so that all areas 
are accessible. 

* Use of slides prevents danger of falling drawers. 

¢ Effort in opening a drawer is practically non-existent. 

* Life of the drawer is increased. 

* Applied properly, slides lend a note of prestige designed 
to spur repeat sales. 

Two types of mounting arrangement are generally used: 
side mounting, which places slides at either side of the 
drawer; underneath mounting, with slides underneath the 
drawer. 

Four points should be considered in determining the 
slide to be used to assure customer satisfaction: 1. Depth 
of drawer; 2. Type of mounting; 3. Space available at side 
or underneath drawer; 4. Load the drawer will be required 
to carry. 

An effective selling tool, drawer slides are available from 
eleven leading manufacturers who offer a full line of 
sales aids including catalogs, counter cards, handout litera- 
ture and working displays for the dealer’s showroom. 

(continued on page 118) 
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FAST SERVICE ON YOUR ORDERS FOR 
MILCOR STEEL ACCESS DOORS! 


A wide selection always ready for 
immediate shipment 


Most complete line. Four types — standard sizes from 
8” x 8” to 24” x 36”. Special and custom sizes also available. 
STYLE “‘A’’. Recessed 


In demand! Every home needs at least one — larger STYLE “‘K"’. Wings of 
op 3° expanded metal pro- door for concealed in- 
buildings often need hundreds. vide strong plaster stallation in acousti- 


e . bond and reinforce- cal tile. 
Quality you can stand behind. Heavy-gauge steel — ment around perimeter 
can’t warp, crack, shrink, swell, rot, or burn — yet cost less fees: 
installed than doors made of wood. 
Fast shipment. Quickly supplied from stocks carried at 
your nearby Milcor warehouse. 
Include steel access doors on your next order to Milcor. 
By combining LCL shipments of several Milcor items into one 
load, you save money and earn extra profits. STYLE “L" for plas- STYLE “M” for ma 


° ° . tered walls. Without sonry tile and other 
Write the nearest branch for price list. expansion wings. non-plastered walls. 


Member of the <)> Stee! Family 
INLAND STEEL PRODUCTS COMPANY bt. £, 4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN 


WAREHOUSES: BALTIMORE, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE, ST. LOUIS 
SALES OFFICES: ATLANTA, DALLAS, DENVER, NEW ORLEANS, NEW YORK, ST. PAUL, SAN FRANCISCO. 
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DRAWER SLIDES 
(begins on page 116) 





Leading Manufacturers of Drawer Slides 


Amerock Corp., Dept. AL, 400 Auburn St., Rockford, Ill. 
Grant Pulley & Hardware Corp., Dept. AL, High St., West Nyack, 


Hardware Designers, Dept. AL, P. O. Box 4, South Hackensack, N. J. 
sason Hardware Corp., Dept. AL, 71 Wallabout St., Brooklyn 11, 


Knape & Vogt, Dept. AL, 650 Richmond, N. W., Grand Rapids, Mich. 
Lei, Building Products, Div. of Air Control Products, Dept. AL, 
Coopersville, Mich. 

Molded Structures Div., Robert A. Schless & Co., Dept. AL, Eliza- 
bethtown, N. Y. 

National Lock Co., Dept. AL, 1902 Seventh, Rockford, III. 

> a Hardware Mfg. Corp., Dept. AL, 27 Ludlow St., New York 


Penn-Akron Corp., Dept. AL, Woodside 77, N. Y. 
woqungien Steel Products, Dept. AL, 1940 E. llth St., Tacoma 2, 
asn. 








NEW U-NYL-GLIDE by Penn-Akron Corp. provides 18” of 
smooth drawer action for kitchen cabinet, vanity or furniture 
drawers. Notching of drawers or wood rails is not required, yet 
two drawers may be operated off a single center wood rail with- 
out need for anti-tilt rails, maker says. Diagram (top, above) 
shows nylon glide off center at top or bottom of back of draw- 
er to ride in steel monorail mounted on either side of center 
wood rail. Diagram (above) shows side mounting application 
with monorail on interior sidewall of cabinet. Suggested retail 
price of U-Nyl-Glide, envelope packed, is 50¢ each; dealer dis- 
count is 40% off list. Available from 400 wholesalers or direct 
from maker in individual envelopes or 100 bulk. Minimum 
dollar investment for a dealer is $50 list. 
Circle No. 204 on Handy Cover Card 


Packaged Drawer Slide Set 


Hardware Designers, Inc., announces an individually 
packaged drawer Nylslide set, designated No. 250-56. It 
contains: one No. 250 Nylslide with % x No. 6 screws; 
one No. 205 Nylslide with % x No. 17 cement coated 
nails; one No. 206 Nylslide with % x No. 17 cement 
coated nails and one 23” special wood rail and wood 
mounting plate. The maker recommends three applica- © 
tions to give quiet drawer operation at a minimum of © 
cost: top mount hanging, bottom mount and top mount 
hanging with automatic drawer-stop feature. 

Suggested retail price of each No. 250-56 drawer slide 
set is 85¢; dealer discount is 334%3%. Available direct 
from maker or from over 200 builders’ hardware dis- 
tributors, 25 individually packaged drawer Nylslide sets 
are included in each carton. Minimum dollar investment 
for a dealer is $14.25 per 25. A special deal provides 
a dealer with 100 sets for $56.95, including a display. 

Circle No. 205 on Handy Cover Card 


PREFORMED PLASTIC DRAWER GUIDES—Stratapanel, a 
new method of converting any available space into a practical 
storage unit, is announced by president Robert A. Schless, Mold- 
ed Structures div., Robert A. Schless & Co. Combining slide- 
panels and molded drawers of high-impact styrene plastic, the 
installation permits the assembly of limitless combinations of 
drawers and shelving. Panel with preformed drawer guides is 
interchangeable, left to right, and will accommodate both the 
standard 3” and 6” drawer in any arrangement; it also can be 
cut into smaller sizes in any multiple of 3”. The unit is com- 
plete with Stratapanel drawers, offered in 10 sizes, or shelves 
of glass or wood. Available from distributors, Stratapanel is 
packaged in cartons. It is produced in standard beige, also spe- 
cial colors. 
Circle No. 206 on Handy Cover Card 





One-Stop Shopping in a Hurry 
—See Card on the Back Cover 











ONLY FOUR SCREWS are needed to install each new No. 
1100 lightweight drawer slide announced by Knape & Vogt 
Mfg. Co. The slide offers a full 25-pound capacity and is ideal 
for kitchen and other home cabinets. Cabinet channel is set at 
bottom of opening and drawer channel is flanged to set flush 
against bottom edge of drawer. Only %” clearance is needed 
on each side of drawer. List price of 500 pair lots, packed in 
bulk, is $1.80 per pair for 18” length; if packaged, the list price 
per set is $2.00. Other stock sizes are: 20”, 22” and 23”. 
Circle No. 207 on Handy Cover Card 
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How | sell 25,000 rods of fence a year 
by “The Fence Man,” Frank Townsend, Greensburg, Indiana. 
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“Get the right product. When all you 
do is sell fencing material, as I do, you’ve 
got to have products that move. You have 
to have a product the farmers will buy, and 
buy repeatedly. That’s always the product 
that cuts farming costs through long serv- 
ice. That’s why I’ve been selling American 
Fence exclusively since 1925. 


“Show the product. You can’t expect 
customers to come asking for a product 
that’s hidden under the counter. You have 
to have it out where they can see it. 
American Steel & Wire provides the display 
material I need . . . and they advertise their 
product to farmers so that the display 
means something to customers. 


“Sell the product. You have to know 
your product and its advantages. And you 
have to tell the customer why it will do a 
good job better for him. Selling is a lot 
easier when you have a product that farmers 
have learned to believe in—a quality prod- 
uct like American Fence.”’ American Steel 
& Wire Division, 614 Superior Ave., N.W., 
Cleveland 13, Ohio. 


AMERICAN FENCE — 
THE FENCE FARMERS WANT 


e It's “ENGINEERED for STRENGTH” to 
contain livestock because wires are specially 
selected to make the fence that will give max- 
imum service. The medium-hard line wires 
keep deep tension curves intact so they will 
act like springs—keeping the fence taut. 


e Hinge joints that permit the fence to flex, not 
distort, from pushing livestock. 

e Proper galvanizing that forms a chemical 
and mechanical bond between the molten 
zinc and the steel — giving extra years of 
weather resistance. 


USS and American are registered trademarks 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Steel Divis San Francisco, Pacific Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 


United States Stee! Export Company, Distributors Abroad 


Circle No. 377 on Handy Cover Card 





look who's 
behind the 
BIG BARCLAY/BARCLITE PUSH! 


ALABAMA 
Cole Manutacturing Co 
Copeland Giass Co 
Henderson Black & Greene Co., inc Troy 
Huntsville Building Material Co Huntsville 
Plastic Products Co Birmingham 
Underwood Builders Supply Co 
Wimberly & Thomas Hardware Co 
ARKANSAS 
Little Rock, Ft. Smith, Texarkana 


CONNECTICUT 
Allied Building Material Co., Inc. 
Fairfield Reserve Supply, tnc..... 
New Haven Reserve Supply Co 
Superior Building Supply Corp... 
Wharton Distributing Co. inc 
DELAWARE 
Brandywine Dealers Reserve 
FLORIDA 
1, W. Phillips Co Tampa 
GEORGIA 
dison Rudesal, inc coreseeneveeeee AtANt® 
ibany Hardware Co <oseeebany 
Dixie Plywood Co. of Savannah, Inc.. . Savannah 
Pratt-Dudiey Builders Supply Co........ .- Augusta 


Birmingham 
Gadsd: 


. ile 
Birmingham 
Dyke Associates 


i orenees 
eee rwalk 
“Ton ‘waven 


Unionville 
~. South Windsor 


Wilmington 


for the first time ever! 


BARCLAY and BARCLITE team up with 


DAVE GARROWAY 


on NBC-TV 
get non the big build-up! 


DISTRIBUTORS 
HLLINOIS 

Edward Hines Lumber Co Skokie 
Ever Seal Window Co., inc ‘Melrose Park 
Mid-West Jobbers dal Chicago 
KENTUCKY 
Central Kentucky Supply Co Lexington 
LOUISIANA 
Davidson Sash & Door Co... . Alexandria 
Lafayette 
Lake —— 
New Orieans Sash & Door Co., Inc New Orleans 
Tulane Hardwood Lmbr. Co. Baton Rouge, N. Orleans 
United Sash & Door Co. Baton Rouge 


L. C. Andrew. .... South Windham 
Pineland Lumber Co Lewiston 
R. B. Dunning Co jangor 
Soule Giass & Paint Co... Bangor, Lewiston, Portiand 

MARYLAND 
The Kimball Tyler Sales Co 


MASSACHUSETTS 
...Boston (Cambridge) 


Baltimore 


The Ethide Co.. 
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The L. N. Sherry Co 
Vv. P. Winter Distributing Co 
Warren F. Hoye 
W. E. Bixby co 
MINNESOTA 
Midway Lumber Co. 
W. A. Gerrard Co 
MISSISSIPPI 
Jackson Sash & Door Co 
Missourt 
Dyke Associates Inc 
Missouri Builders Spec. Co. inc... 
NEBRASKA 
Consolidated Supply Co 
NEW HAMPSHIRE 
Knowlton & Stone 
Major L. Rodd & Son 
NEW JERSEY 
Theodore Andreas, Inc 


Bayonne Steel Products... 
Voight Carpet Co 


rcester 


i va West spnnatere 
; Sprin, 


ingtield 
Haverhill 


.... St. Paul 
Minneapolis 
Jackson 


Kansas City 
St. Louis 


Concord 


cove ewark 
..Mewark 
Newark 





Seifer Hardware 


Newark 
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NEW YORK 


American Canadian — Corp... ...Buffato 
Corona Plate Glass C: ; Corona 
Genessee Reserve ae Inc. sevens OChester 
Gibson Door Co. inc. ; — 
Goldberg Wholesale Supply Corp. Tarrytown 


H. E. Schiff Distributors Inc 

inter-State Builders Supply, Inc 
L. 1. Wholesalers Nassau-Suffolk, Inc. W iicmpstesd 
Reserve Supply Corp. of Long Island. Mineola, Pineaire 


Brooklyn, [Brom 
any 


"ae 
Saltpoint Supply Corp... Syracuse 
Saltpoint Supply of Northern N.Y. Co., Inc Malone 

NORTH CAROLINA 

Army & Navy Wholesale Supply Co... Fayetteville 
Becker Builders Supply In Wilmington 
Dealers Supply Co. Durham, Charlotte 
Ellis ae Hardware Co. inc Whiteville 
Fogle Bro: Winston-Salem 
Newman Wiiciesaie Supply Co Asheville 


Parker Morris Associates. Winston-Salem 
Sash Door & Glass Corp Raleig' 
onto 

Delocon Wholesale Supply inc. 
H. Howard Frazer Co 


Akron 
Cincinnati 
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No one shot promotion this — but a big, steady 
humdinger of a TV push for both products.. 
directing customers right to your door. You get 
national advertising, local advertising, TV TOO! 
And all these sure-fire aids tying in your store as 
buying headquarters for the biggest selling TV 
show going... today! Millions of people will see 
Barclay and Barclite demonstrated by Dave Gar- 
roway. Contact your distributor for these free 
COUNTER CARDS, COLOR STREAMERS and 
STICKERS. Display them prominently. They 
identify you as 


HOME DECORATING HEADQUARTERS 


for BARCLAY & BARCLITE PANELS as 
featured on NBC-TV today with Dave Garroway 

















COUNTER CARDS 





STICKERS 


Contact your local NBC-TV station for your own 
personal GARROWAY tie-in TV commercial. 


BARCLAY/BARCLITE 


BARCLAY MANUFACTURING CO.,INC. 
DEPT. AL-5, BARCLAY BUILDING, NEW YORK 51, NEW YORK 


faa 





American Sash & Door CO...» .... Toledo TEXAS 
Plastic Mfg. & Supply . . Cleveland Davidson Sash & Door Co Austin 
PENNSYLVANIA Davidson Sash & Door Co. San Antonio 
Houston Sash & Door Co Houston 
B. Schafer Wholesale Co., inc Erie Texas Sash & Door Co Ft. Worth, Dallas 
Commercial Service Co McKeesport Dyke Associates inc Texarkana 
Crest Aluminum Products Corp Philadelphia y ‘ 
Erie Lumber Co VERMONT 
McClure & Mcciur Johnstown Wetmore, inc Burlington 
Philadelphia Reserve 1 Co. Philadelphia 
Quaker Sales Cor; Johnstown VIRGINIA 
Rea Wholesale Co. Clarion Globe iron Construction Co., inc Norfolk 
Scranton Brush Co Scranton Sash Door & Giass Corp Richmond 
Union Roofing & Paper Co York 
William T. Leggett Co. Inc Pittsbureh Service Glass — casein Huntington 
Williams Products Co., Inc Philadelphia W. A. Wilson & Sons, inc Wheeling 
RHODE ISLAND WISCONSIN 
V. P. Winter Distributing Co Providence Lumber Dealers Supply Co., Inc Green Bay 
SOUTH CAROLINA HAWAII 
C. C. Rhodes Lumber Co Charleston Lewers & Cooke, Ltd Honolulu 
Jennings Paint & Glass Co. Spartanburg CANADA 
TENNESSEE Letaivre & Sabourin Ltee Montreal, Quebec 
= Manufacturing Co Chattanooga Pilton Ltee Hull, Quebec 
‘ole Manufacturing Co Knoxville 
Cole Manufacturing Co ~-ven Memphis SOUTH & CENTRAL AMERICA 
Tennessee Metal Moulding, inc...................Nashville Bestwail-Certain-teed Sales Corp New York 
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Are You Losing Money On Screws 
Due To Your Failure To 
Face These Facts? 


Question: Why is the Southern Screw line worth more to whole- 


salers and retailers? 


Answer: Because the Southern line has more built-in, pre-sold, 


resale power than any competitive line. 


Question: What do you mean by “resale power”? 
(nswer: Any product that has features that make it sell faster, 
at more profit, to customers that will return to buy 


‘resale power”! 


. 


more of the same product, has 


Question: What if I can buy another brand of screws 10% 


cheaper? 


Answer: You still lose money because the purchase price of 
the so-called “cheaper brand” does not include the 


exclusive features of Southern fasteners. 
Question: Like what? 


Answer: Like the copyrighted EZ to C®° Label system on 
Southern’s attractive package . . . Like the widest 
range of sizes and items . . . Like free literature and 
technical information for customer service . . . Like 
the pre-selling Southern does in national consumer 
and trade magazines . . . Like Southern quality that 


brings customers back for more Southern Screws. 


Question: Where can I get more details about how Southern 


Screws can be profit items for me? 


Answer: Simply wire, phone, or write on company letterhead 
to Southern Screw Company, P. O. Box 1360, States- 
ville, North Carolina. Ask for our new Package List 
Price Catalog P-1 showing in actual colors why the 
Southern line is really going places—and why you 


should go along too. 


Circle No. 379 on Handy Cover Card 
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Specifications and market data for products you can sell 


new PRODUCTS 


Spotlight on Acoustical Ceiling Tile 


Plastic Acoustical Tile in Six Colors 


Tri-Bond acoustical ceiling tile combines efficient 
acoustic qualities with a surface that is plastic. It is 
completely washable and never requires painting. It is 
offered in six modern colors: white, robin egg blue, 
buff, shell pink, pastel yellow and apple green. Each tile 
contains 529 sound-trap holes leading to a thick, fiber- 
glass backing. 

The tile’s all-plastic styron body makes it impervious 
to discoloration from soot, dust, dirt, grease and grime 
and it is also unaffected by moisture, maker announces. 
It is said to be an ideal ceiling tile, not only for kitchens 
where it reduces the clatter of utensils, but also for 
bathrooms, basements or any other room. Installation 
can be made by use of either nails, adhesive or mechanic 
suspension system. Tile can be cut with coping saw or 
an electric saw in mitre box. 

Market data. Each tile is 12” square. Suggested retail 
price is 65¢ per tile; usual trade markup is 40%. Tiles 
are packed 30 to a carton. Available from 130 distribu- 
tors, Tri-Bond acoustical tile is an ideal product for 
sale to the contractor and do-it-yourselfer. A dealer 
may begin taking orders for the sum of $2.50, which he 
pays for a sample kit containing six full-size tiles, one 
of each color. Sales aids include display unit, installa- 
tion booklet, literature and ad mats. Mastro Plastics 
ee Dept. AL, 3040 Webster Ave., New York 67, 


Circle No. 210 on Handy Cover Card 


Announces New Silentex Ceiling Tile 


National Gypsum Co. announces a new %” x 12” x 
12” Silentex ceiling tile. It has a tongue-and-groove edge 
so that it may be applied with either a stapler or with 
adhesive. Its 25% greater thickness, as compared to the 
conventional 12” thickness of most ceiling tiles, raises 
the noise-absorption of the tile to as high as 80%, de- 
pending on the type of mounting, maker says. 

The new Silentex has the same brushed texture finish 
as the butt-bevel Silentex tile that has been a leader in 
the Gold Bond ceiling tile line. 

Market data. Suggested retail price of new Gold Bond 
Silentex acoustical ceiling tile is 18¢-21¢ per tile. The 
retail markup on cost is 35%-50%. Available now, it is 
packaged 52 square feet per carton. Ideal for application 
in children’s rooms and noisy game rooms, it is an item 
for both consumer and contractor sales. There is no 
minimum dollar investment for a dealer. Sales aids in- 
clude samples, which are now available; a display unit, 
literature and ad mats, which will be available later. 
National Gypsum Co., Dept. AL, Gold Bond Bldg., Buf- 
falo 2, N. Y. 

Circle No. 211 on Handy Cover Card 


(continued on page 124) 








Use Inquiry Card on Back Cover for More Facts 
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NEW PRODUCTS 
(begins on page 123) 





Barretone Acoustical Tiles 


Barretone tiles in the regular perforated 
and random perforated styles are avail- 
able for use on ceilings and walls for 
effective sound control. The noise-quiet- 
ing tiles are in addition to the new 
Barretone line of decorative fiberboard 
ceiling tiles now available in the Fissure, 
Tattersall and Sparkler patterns. 

Market data. Usual retail markup on 
cost of the Barretone perforated acousti- 
cal ceiling tile is approximately 50%. 
Available now from building material 
wholesalers, the tile is primarily an item 
for consumer sale. Minimum dollar in- 


vestment for a dealer for a_ straight 
truckload is approximately $4,556; his 
investment for a straight carload is 
about $7,420. Dealer sales aids include 
a 12-page brochure, samples, folders, 
reprints of national advertising, banners 
and wire display rack. Barrett Div., Al- 
lied Chemical, Dept. AL, 40 Rector St., 
New York 6, N. Y. 
Circle No. 212 on Handy Cover Card 


Random Drilled Calendered Tile 


Called Random Drilled Calendered 
Acoustical, a new ceiling tile has a su- 
per-smooth, washable, calendered fin- 
ish and tongue-and-groove flange joint 
for error-free application. It is ideal for 
home as well as commercial installa- 
tions. The tile is made of economical 
wood fiber in 12” x 24” tiles that are 





‘THE WORKHORSE OF LIFT. TRUCKS 


Erickson is carefully building a sound, sub- 
stantial dealer organization in the United States 
and Canada. Only experienced dealers are 
being selected—who will have Erickson Fork 
and Platform Lift Trucks on display; who will 
carry parts and be equipped to render a com- 
plete repair and maintenance service to all 
Erickson owners. 

Erickson Trucks were nicknamed by their 
owners as “The Workhorse of Lift Trucks.” 
Long known for its unexcelled traction, bal- 
ance and ruggedness, Erickson more than ever 
becomes the truck to own—with the backing 
of a top-notch dealer organization. 

The two Erickson Trucks shown here— Model 
FK-80 and Model F-4W—are very popular 
for lumber yard service. With large pneumatic 
tires and perfect balance, they are unexcelled 
for traction under all yard conditions. Ericksons 
deliver their full rated capacity when equipped 
with sideshifter. Every Erickson is ““Custom- 
Built” to fit the owner’s needs. 

Write for catalog and name of 

your nearest Erickson sales- 

parts-service headquarters. 


ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N.E., Minneapolis 18, Minn. 
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center-scored to simulate 12” x 12” tiles. 
It is factory finished in white. The new 
tile can be repainted with no appreciable 
loss of noise control efficiency, maker 


says. 

Market data. Suggested retail price of 
the new tile is 18¢ to 20¢ per square 
foot. Usual retail markup on cost is 
40%. Primarily an item for consumer 
sale, the tile is available through 110 
distributors. Minimum dollar investment 
for a dealer is the price of a 2M-foot 
inventory, involving about $270. Sales 
aids include a 2’ x 4’ wall display. 
Simpson Logging Co., Dept. AL, Shel- 
ton, Wash. 

Circle No. 213 on Handy Cover Card 


Nu-Wood Constellation Tile 


A new acoustical ceiling tile, called 
Nu-Wood Constellation, is the latest 
member of the Nu-Wood tile family. 
Each tile has four different sizes of 
punched perforations, almost 1,600 in 
all, in a graceful pattern. Its acoustical 
efficiency is high. It incorporates the 
Nu-Wood Micro-Perf process which 
widens out each perforation to form a 
sound-absorbing chamber within the tile. 
The surface of the tile is flame-resist- 
ant, washable and repaintable. 

_ Market data. Constellation acoustical 
tile is available in 12” x 12” size. It is 
packaged 64 pieces per carton. Pri- 
marily an item for consumer sale, the 
tile is easily installed with staples, clip 
or adhesive. Dealer sales aids include a 
complete kit containing point-of-sale dis- 
plays, tie-in literature, newspaper ad 
mats and radio spot announcements, as 
well as national advertising. Wood Con- 
version Co., Dept. AL, First National 
Bank Bldg., St. Paul 1, Minn. 
Circle No. 214 on Handy Cover Card 
(continued on page 127) 
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LUCKY KEY CONTEST 


Sales Tested in ’58—Now Proving Itself a Solid Profit Builder in ’59 


EXCITING 

NEW LOCK DESIGN 

. . - patterned metal insert 
now available with 
Alignalock and Sentrylock. 
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There’s still time to tie in . . . still time to cash in on one of 
the most exciting contests ever developed to help your builder 
customers sell more homes, help you sell more hardware. 

With Sargent’s “Lucky Key” Contest you can help your 
builders develop: 

e steady, continuous traffic in their model homes. 
@ a growing list of home-buyer prospects. 
e an invaluable record of consumer reactions to new home 

, features. 

’ ALL FREE FROM SARGENT!—a bright new package of 

“Lucky Key” merchandising material, Westinghouse prize 
radios for local awards, and a $500 National Cash Award. 

For complete details on the new 1959 Lucky Key Contest, 
or on Sargent’s complete line of residential hardware, write: Sargent 
& Company, New Haven 9, Conn. 


Circle No. 381 on Handy Cover Card 
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Give your customers the best... 


For new homes, new farm buildings, repair and maintenance jobs, 
you will sell easier, sell more and have better satisfied customers 
with Pickering branded lumber. 

The name, Pickering, on a piece of lumber is a quality ‘‘buy-word.”’ 
Behind this name is over 64 years of faithful dealings with lumber 


buyers. Pickering has a reputation to maintain. 


Pickering lumber comes from superb altitude- 
grown California timber. It's well-manufactured, 
scientifically kiln dried, accurately graded and 


properly loaded in clean cars. 


Sugar Pine 
Ponderosa Pine 
White Fir 


Incense Cedar 


Pick—Pickering lumber for your customers. 


| ed OF 4 a oe 


foto 
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NEW PRODUCTS (begins on page 123) 





door 
“jewelry” 


Adds Three New Patterns 


Three new patterns have been added 
to the Celotex noise-quieting ceiling tile 
line. Lyric Hush-Tone features minia- 
ture perforations in an informal pattern 
that creates a flowing swirl-like design 
over the ceiling area. Fissured Hush- 
Tone has a deeply etched, realistic, ran- 
dom texturing with the 5 a aa of : ae 
travertine marble. Vogue Hush-Tone is 
a three-color pattern with beige tones » \ 4 eteter teal 
on a linear random perforated white é : 
background. The multi-color design has 
the effect of concealing the perforations 
and creating a monolithic custom-dec- 
orated appearance. 

Market data. The noise-quieting tile Pie) . 
is an ideal item for both contractor and i " ; STANDARD design 
consumer sales. Dealer sales aids in- ' . Hi/ Cylinder Entrance Lockset 
clude tie-in promotional and store dis- # (Also, matching interior sets) 
play materials plus national advertising. 
The Celotex Corp., Dept. AL, 120 S. 
LaSalle St., Chicago 3, Il. 

Circle No. 215 on Handy Cover Card 


complete 


quality 
line 


Offers Casual Random Pattern 


Insulite Casual Random acoustical 
tileboard has an attractive informal pat- 
tern of cleanly drilled, fuzz-free holes. 
Available with butt edge in 2” and %4” 
thicknesses, size 12” x 12”, and with 
flanged tongue-and-groove joint in %” 
thickness, sizes 12” x 12” and 12” x 24” 
(center grooved). A complete line of 
other Insulite acoustical and decorative 
ceiling tileboards also is available. 

Market data. Insulite Casual Random 
tile is available now from approximately 
235 distributors. It is an ideal item for 


both consumer and contractor sale. A p 
Screen & Combination Apartment Sectional Entrance 


“package deal” of selling aids designed 
to help dealers sell more acoustical Beer Lockeet Entrance Set Cylinaay Reumaee { 


ceiling tiles has been prepared by Insul- 
ite. Among the selling aids are ad mats, 
a and wall posters, ad reprints 
and two new ceiling tile displays. In- N 
sulite, Dept. AL, 500 Investors Bldg., AT ONAL HARDWARE 
Minneapolis 2, Minn. CORPORATION 

Circle No. 216 on Handy Cover Card P 
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NEW PRODUCTS 


(begins on page 123) 





Introduces Panelglas Ceilings 


Non-combustible, acoustical fiberglass 
ceiling panels which can reduce as 
much as 90% of room noise are now 
being marketed nationally by Johns- 
Manville. Called Panelglas, the light- 
weight panels may be easily installed 
with inexpensive grid-system supports, 
says J-M. The panels are available in 
sizes 2’x2’ and 2’x4’ and are 1% 
thick. Painted white, Panelglas has a 
finish suggestive of fine grain gel 
and will reflect 78% of interior light, 
is said. The finish may be repainted, if 
desired, with no appreciable loss of sound 
absorption. The panels are ideally suited 
for large area installations. 

Market data. Suggested retail price of 
Panelglas installed is 40¢-50¢ per square 
foot. It is primarily an item for contrac- 
tor sale. Dealer sales aids include a 
brochure now being prepared by J-M. 

J-M also announces a new ceiling 
panel in deep-fissured design for do-it- 
yourselfers. Called Kleftone, the easy-to- 
install acoustical panels absorb up to 
75% of the room noise that strikes them, 
it is said. Enough panels to cover an 
average room ceiling costs as little as 
$28.56. The material is furnished with 
a white, factory-applied finish and re- 
quires no further decorative treatment. 
How to install an acoustical ceiling 
over a weekend is described in a 12-page 
booklet, which may be obtained by en- 
closing 10¢ and writing to Johns-Man- 
ville, Dept. AL, 22 E. 40th St., New 
York 16, N. Y. 


Circle No. 217 on Handy Cover Card 


Fastest Dealer Service 

Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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Aluminum Cleaner 


A new item, called Aluminum Clean- 
er, is guaranteed by the manufacturer 
to clean aluminum sheet extrusions, 
trailer trucks, doors, windows and 
screens. It will not injure paint, says 
maker. It may be applied with brush or 
spray. Just allow it to remain a few 
=" eee agitate, then wash or hose it 
off. 

Market data. Suggested retail price of 
Aluminum Cleaner is $1.25 per quart; 
$4.00 per gallon. It now is available 
direct from maker. Distributorships are 
open. Aluminum Cleaner is an item for 
both contractor and consumer sales. 
There is no minimum dollar investment 
for a dealer who may stock any quantity 
he wishes. Florida Made Products, 
Dept. AL, P. O. Box 11282, St. Peters- 
burg 33, Fla. 


Circle No. 218 on Handy Cover Card 
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Makes Dock Building Easy 


Metal side pockets, corner pockets and 
base plates for simpler, less expensive 
dock construction are announced. With 
these pockets and base plates, a home- 
owner may build his own dock sections. 
This construction also is said to make 
spring assembly and fall removal easier 
as all work can be done on land, on dock 
or from a boat. 

Pockets are designed to be used with 
1” standard pipe and are supplied com- 
plete with height adjustment set screws, 
attachment bolts, nuts and washers. The 
6” x 6” steel base plates have %” dia- 
meter extension plugs for firm pipe 
anchorage. 

Market data. Weight of each corner 
pocket is 434 pounds; each side pocket 
weighs 41% pounds; each base plate 
weighs 3 pounds. Retail price of corner 
pockets is $2.95 each; side pockets are 
$4.95 per pair; base plates are $4.50 per 
pair. Available now direct from maker, 
the pockets and base plates are primarily 
designed for consumer sale. Dealer sales 
aids include a flier sheet showing con- 
struction details. Nutting Truck & 
Caster Co., Dept. AL, 1201 W. Division 
St., Faribault, Minn. 
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Portable Utility Rod 


Jeb-rod is a portable utility rod that 
extends to fit between doorways and 
walls. It makes a tidy and temporary 
holder for the homemaker’s ironing and 
it’s ideal for drip drying over the bathtub. 
It also may be used as a low rod for 
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children’s clothes and it can be raised as 
they grow. 

Sturdily made and nickel chrome- 
plated, Jeb-rod can be put up easily 
by anyone and quickly taken down and 
stored if not needed. It requires no tools, 
screws or fasteners as it adjusts to fit 
space. 

Market data. Jeb-rod is offered in 
three sizes. One extends from 23” to 40” 
to fit most doorways; one from 36” to 
66” for closets and over bathtubs; one 
from 62” to 118” for room dividers and 
large closets. They retail for $4.95; 
$5.95 and $9.95, respectively. Available 
now through distributors, the extendible 
rods are individually packed in heavy 
mailing tubes. They are ideal as items 
for the do-it-yourself trade. An intro- 
ductory offer to dealers ending June 30 
includes a free, self-selling merchandiser. 
Sales aids include point-of-purchase 
signs and literature. Jeb-rod Corp., Dept. 
AL, 201 N. Wells St., Chicago 6, IIl. 
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Soffit Material 


New aluminum soffit ma- 
terial in rolls goes on easily 
and fast, never rusts or rots, 
says maker. Perforated pat- 
tern opens 14% of its area 
for ventilation, eliminates 
the need for soffit louvers. 
Ideal for room dividers and 
shading screens. Of prime- 
coated white 26-gauge alum- 
inum, it’s easy to paint. It’s 
also available non-perforat- 
ed. The new soffit material 
is packaged in 100’ rolls of 
in, Ae, oe: Gee 96° 
widths. Quaker State Metals 
Co., Dept. AL, Lancaster, 
Penna. 
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Many uses mean 
many markets for 


IDAHO WHITE PINE 


Carpenters, cabinet makers, pattern makers 
—all men who work with wood—know the 
advantages of genuine white pine. It has long 
been their favorite because of its straight grain, 
soft and even texture, light color, low rate of 
shrinkage and swelling, and the ease with which it 
takes paints, enamels, stains and natural finishes. 


Weyerhaeuser 4-Square Idaho White Pine is 
genuine white pine, with all the fine character- 
istics that have made this species a preferred 
building material since Colonial days. In addi- 
tion it has the modern advantages of scientific 
kiln-drying and precision machining to accurate 
sizes. It is a lumber that is easy to sell because it 
serves a wide variety of needs so well. 








Weyerhaeuser 








LUMBER AND BUILDING PRODUCTS 


This versatile favorite 
once again is plentiful 


Weyerhaeuser 4-Square Idaho White Pine once 
more is in plentiful supply after being difficult to 
obtain for a number of years. Your builder cus- 
tomers will be glad to know that you can again 
maintain regular inventories of this favored 
species. 

Easy-to-work Weyerhaeuser 4-Square Idaho 
White Pine is a lumber with many uses. It is 
ideal for paneling, woodwork, pattern making, 
cabinets, built-ins, interior and exterior trim, 
boards and battens, and scores of other uses. 

Your Weyerhaeuser District Representative 
will be glad-to tell you about the many desirable 
Idaho White Pine items which are readily avail- 
able. Ask him specifically about 
the Sterling and Standard grades 
that are so popular. 


EARLE, SEN RR NIE RET REET: 


MPrROy 
> y 


* COUNCIY 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING « ST, PAUL 1, MINNESOTA 
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NEW PRODUCTS (begins on page 123) 


SELL PRICE... 


: B & D Plane Attachment 
4 A new plane attachment is now being 
i produced for use with the motor unit 


of Black & Decker’s % hp heavy-duty 


: router. Operating by direct drive (with- 
out gears) at speeds up to 19,000 rpm, 
this new unit produces an extremely 
smooth, level finish. It is designed for 


fast, precise edge-work. 


fe Cutting depth is 3/32” with a 2 1/16” 
cutter length. Shoe is 18 3/16” long and 
: overall width of the attachment is 7”. 


Powered by a B&D % hp router motor, 
the unit operates on standard 115 volt 
. : current, ac or dc. A spiral cutter and 
ive ou cutter arbor are included with each 
B&D plane attachment as_ standard 

equipment. 


Market data. The B&D plane attach- 
4 ment is now available from authorized 
B&D wholesalers. It has a suggested re- 


tail price of $49.95. Black & Decker 
Mfg. Co., Dept. AL, Towson, Md. 


hecause see ; Circle No. 222 on Handy Cover Card 
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Let’s face it 
there are thousands of 
customers who want a 

good door. They are proud 
of their homes and want 
quality, not the cheapest 
thing on the market 
Write today for pricing 
information and see 

the profit you 

can make 





you Call = ” Power Saw Kit 
“i Wen Products Model 505 Universal 


OTN Te MME | ry cause metal kts with tine anon 


° ; ke blades. Used as a rip saw, jig saw, cross- 
Selling : J cut saw, coping saw, scroll saw, hack 
: Ps saw and keyhole saw, the 505 cuts a 
Minerva Pe 2 x 4 in seconds and steel up to 2” 
a thick, says maker. It makes its own 
starting hole and cuts everything, includ- 
ing wood, plastics, leather, Formica or 
metals, it is said. It is powered by a 115- 
volt motor, AC or DC, with 1.8 amp 

rating. 

Market data. It is packed one kit per 
carton. Suggested retail price of the pow- 
er saw kit is $32.95. Wen Products, Inc., 
Dept. AL, 5569 N. Northwest Highway, 
Chicago 31, Ill. 
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hémvabilty 


makes the big difference 


me =n 2 aaa i 4 ee 
Lue Saati. 3 4 


Modern windows, like the modern 
tractor-trailer unit, are removable. With 
sash out, builders install the lightened 
units in half the time—with half the 
labor—required for ordinary units. 

Job site damage and delays are almost 
entirely eliminated. 








Tell your customers about the 
windows that cost less to install and 
less to maintain. 


Bulld repeat 
business by selling 
removable R-O-W 
Wood Windows— 
now balanced with 
the exclusive 
LIF-T-LOX 

L. § e T LO x, mechanism which 
permits instant 

WINDOW BALANCE sash removal. 





R-O-W and LIF-T-LOX are the registered trade-marks of the R-O-W Sales Company 


R-O-W SALES COMPANY + 1306-5 ACADEMY « FERNDALE 20, MICHIGAN 
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Mitre Box for Home Craftsmen 


Engineered for use with any ordinary 
cross-cut saw, the Master Tru-Mitre box 
weighs only nine pounds and may be 
carried from job to job. Saw guides 
and frame are of cast aluminum. The 
saw guide cage is mounted on a post 
and may be adjusted freely to accom- 
modate material of various thicknesses 
up to a 5” capacity. A simple thumb 
lever releases lock to permit easy one- 
hand indexing. The index lock is of the 
type used on many precision lathe tur- 
rets and locks securely right and left 
at 0°, 742°, 15°, 22%2°, 30° and 45°. 

The box uses an ordinary cross-cut 
saw (backsaw not required), which is 
positioned in saw guide cage with saw 
teeth clear of metal surfaces. The 
wooden working surface may easily be 
replaced by removal of four screws. 









































ANNOUNCING 


TRANSLUCENT PANELS 


(with Fibergias. reinforcement) for the control of light, heat, privacy, weather 


The demand for Fiberglas® -Reinforced 
Translucent Panels continues to grow, 
month after month. A popular specialty has 
already become a commodity. 

Nova Vista-Lux Panels meet every 
requirement in this field—with three impor- 
tant, exclusive features: BONDED-IN COLORS 
—for improved color fastness; VISTA-GLAZE 
FINisH—for extra weather resistance; 
HEET-BLOX—a special ingredient that 
blocks up to 92% of infra-red rays. (The 
percentage varies according to color used.) 

Nova Vista-Lux is available with corru- 
gations from 14” x 4” to 4.2” x 16” — 
widths from 26” to 42”—lengths from 8’ to 
12’—and a total of 12 colors. Also in flat 
sheets from 24” to 44” in width and 8’ to 12’ 
in length. The flat sheets are particularly 
well adapted for shatterproof, industrial 
glazing and skylighting. The Nova Vista- 


Lux line includes all necessary accessories 
for application. 

Mail the coupon today for fully- 
illustrated folder with specifications. 


Here are some of the many uses — 
RESIDENTIAL — PATIO ROOFS ¢ SUN PORCHES 
SHOWER DOORS ¢ SKYLIGHTING ¢ CARPORTS 
e CANOPIES ¢ AWNINGS ¢ FENCES « LOUVERS 
* POOL ENCLOSURES ¢ PARTITIONS « SCREENS 
¢ WINDBREAKS ¢ SHELVING 


COMMERCIAL— PARTITIONS «© AWNINGS ¢ SKY- 
LIGHTING ¢ STORE FRONTS « WINDOW GLAZING 
e SIGNS ¢ DECORATIONS ¢ DISPLAYS e 
ENCLOSURES ¢ CEILINGS 

INDUSTRIAL —SKYLIGHTS ¢ PARTITIONS e 
e SIGNS ¢ ENCLOSURES ¢ BILLBOARDS 
e WINDOW GLAZING e¢ SIDE LIGHTING e 
EXHIBITS «© SHOWER STALLS * CANOPIES-« 
DISPLAYS * PANELS 


Nova SALES 


* Trenton 3, N. J. 


A wholly owned subsidiary of 
Homasote Company 


In Canada: Homasote of Canada, 
Ltd., 224 Merton St., Toronto 12, Ont. 
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Send the literature and/or specification data checked: 
O Nova Vista-Lux 
0) Novafold Doors 
O Nova Brentwood Pattern Shake-Panel 


O Nova Shake-Panel 
© Nova Shakes 





Market data. Suggested retail price of 
the mitre box is $24.95. Available now 
through hardware distributors or direct 
from maker, it is individually packaged. 
It is an ideal item for sale to home 
craftsmen, carpenters and _ cabinet- 
makers. Minimum dollar investment for 
a dealer for one mitre box is $16.64; 
three or more, $15.81 each; 12 or more, 
$15.02 each. Sales aids include catalog 
sheets. W. A. Gerrard Co., Dept. AL, 
4400 Lyndale Ave. No., Minneapolis 12, 


Minn. 
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Carved Panel Folding Doors 


A new line of decorator carved panel 
folding doors is made entirely of solid 
California redwood. The beautifully 
carved panels are framed in 34” solid 
wood. The folding doors are ideal for 
use on closets, between rooms and for 
room dividers. All hinges are mortised 
between the panels. Brass door pulls, 
smooth-acting spring-loaded nylon guides 
and all other hardware necessary are 
attached to the doors at the factory. 

Market data. Priced from $14.98 re- 
tail, the folding doors are available in 
10 standard sizes up to 120” wide in 
bifold and accordion-fold styles. All of 
the doors are made to fit openings 80” 
high. Wood Art folding doors are in- 
dividually cartoned. Minimum dollar in- 
vestment for a dealer is $10. Sales aids 
include display unit and ad mats. Co- 
operative advertising allowances also are 
available. Wood Art Products Corp., 
Dept. AL, 273 Fifth Ave., New York 
16, N. Y. 

Circle No. 225 on Handy Cover Card 
(continued on page 134) 


Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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WHOLESALE CATALOG 
FOR RESALE DEALERS 


ego Wi cep a 
a * 


Electric 


SUPPLY 
SERVICE 


Over 4000 Items Stocked 


PROMPT DELIVERY. Warehouses and 
sales offices in 63 principal cities, coast-to- 
coast. All fully stocked for pick-ups or 24- 
hour shipping service. 


SALESMEN at each sales office available 
for help and guidance. 


164 PAGE CATALOG and buying 
guide. Includes detailed descriptions on 
over 4000 items. Lots of technical and 
application data, 


WHOLESALE ONLY. Free net price 
catalog sent only when requested on letter- 
head. No consumer requests honored. 
O.E.M. prices available for quantity buyers. 


WHOLESALE CATALOG 


Write for Early-Summer Edition 


WW. RAINGER INC. | = 


Dept. 17, 118 S. Oak'ey Blvd., Chicago 12 
NEW DISPLAY ZOOMS SALE 


Big-Name 
Brands 


ELECTRIC MOTORS 
1/250 to 60-HP) 
GENERATORS 

BLOWERS 
EXHAUST FANS 
AIR CIRCULATORS 
FAN PARTS 
APPLIANCES 

HEATING EQUIPT 

AIR COMPRESSORS 
POWER TOOLS 

PUMPS 
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Amazing blind 
fastener grips any 
material up to 346 
thick, needs only 
¥%" expansion 
space. Designed 
especially to hold 
fixtures on flush 
doors, 


Cash in on sky-rocketing demand for nationally- 
advertised Molly Jack Nuts with this tested and proved 
merchandise display. Sturdy, colorful box is compact 
(only 5”x 4”x 6”). Contains 225 Jack Nuts, 10 friction 
wrenches, descriptive folders. Net dealer price: $8.80. 


ASK YOUR JOBBER OR WRITE 


= 
= MOLLY core. 230W N. Sth Si., Reading, Pa. 
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NOYO 


“THRIFT PANEL’ 

















now Quality Redwood 
packaged for 
DO-IT-YOUR-SELFERS 


Here’s a profitable way to answer requests for low 
cost redwood panels — offer “Thrift Panel” by 
Union Lumber Company. Twelve sections of A & 
Btr grade Kiln Dried redwood, packaged in spar- 
kling yellow and red protective Noyo Wrap. Week- 
end carpenters really go for “Thrift Panel” 33 ee 
do professional builders! It’s light, durable, and 
easy to use. 


Available now in 4” & 6” widths and 7’ & 8’ lengths, 

“Thrift Panel” is resawn 4/4” stock . . . one side 

smooth surfaced, the other rough textured. Each 
package end-labeled to give size, 
grade, contents, and coverage. 
There’s a place for you to mark re- 
tail price, too. 
Let “Thrift Panel” and the grow- 
ing D-I-Y paneling trend build 
more sales for you. Order today 
from your Union Lumber source! 





Union LuMBER COMPANY 


TREE FARMERS AND MANUFACTURERS 
FORT BRAGG - CALIFORNIA 


SAN FRANCISCO PARK RIDGE, ILL. 
LOS ANGELES NEW YORK 


Member California Redwood Association 





t Sales Representatives Throughout the Nation 
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Room Divider 

Jerit Supply Co. is now marketing a 
combination rolled steel frame and 
laminated plastic insert room divider in- 


NEW PRODUCTS 
(begins on page 123) 





Drop-in Range Top 


A Super Thin two-burner 
electric drop-in top is only 
3” deep and requires no 
front cutout. As a result, a 
builder makes only one cut- 
out and valuable drawer 
space underneath the coun- 
ter-top is not destroyed. A 
rim formed around the top 
keeps spill-overs from run- 
ning onto the counter-top. 
Solid burner bowls are used 
as another easy-to-clean fea- 
ture. The drop-in top is 
available now direct from 
maker. Suggested retail price 
of Model ET-16 pictured 
above is $85. Tennessee 
Stove Works, Dept. AL, 
Chattanooga 1, Tenn. 


Circle No. 226 on Handy Cover Card 


corporating both high fashion decorator 
styling and functional design. Frame- 
work is of black rolled form steel. Deco- 
rative laminated plastic panels are avail- 
able in various designs with harmonizing 
and contrasting colors. Metal scroll or 
expanded metal in varied designs may be 
substituted for the plastic panels. If pre- 
ferred, combinations of both can also be 
used. A place is provided for the addi- 
tion of a decorative planter. 

Market data. There is a size, model 
and style for every possible room divider 
application, says Jerit. Floor to ceiling 
models are available. Priced to retail 
from $19.50, the new room dividers are 
available only through Jerit Supply Co., 
Dept. AL, 1434 W. 76th St., Chicago, III. 
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Block Buck Windows 


A new line of block buck windows 
for concrete block walls features frames 
made to full wall thickness. The win- 
dows are available in modular sizes for 
general use in block wall construction 
plus a utility type for light commercial 
or industrial block work. 

No mortar sill is necessary with these 
windows, nor is there any calking to do 
at the jambs, says maker. The head of 
the window furnishes a channel to which 
the wood header plate can be laid, 
forming a good joint. 

Market data. Available now from 400 
building material specialty distributors, 
the block buck windows are offered in 
modular sizes, 2 block wide x 2 or 3 
block high, and in the utility type, 2 
block wide x 5 block high. They are 
primarily an item for contractor sale. 
Dealer sales aids include ad mats, sam- 
ples and national advertising. Coopera- 
tive advertising allowances also are 
available to dealers. Kewanee Mfg. Co., 
Dept. AL, Kewanee, III. 
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VENTWOOD AWNING BRACKETS 


FOR BUILDING REAL WOOD AWNINGS 
will help you get your share of the 


on Dollar Awaing Business 


WANTED 
EXPERIENCED LUMBER BUYER 


®@ No Inventory 
Problem 
®@ Two Sizes Only 


© Fit Any Window Experienced man to handle all lumber 


buying for well-es is - 
Rieiasnisiien we ying ell-established and well 
Short Window 

8 Step on Standard 
or Picture Window 


VENTWOOD AWNING BRACKETS 
+ 6” BEVEL SIDING (From Your Stock) 
= ATTRACTIVE, LOW COST AWNINGS 


You Can Sell a Complete Awning for as Little as $7.10 


financed wholesale lumber and_ building 
material company, selling primarily to farm- 
type yards in Illinois and Southern Wiscon- 
sin. Headquarters to be in Chicago. Appli- 
cants must be well-qualified in every respect. 

Apply by mail including all qualifications 
and references to George Alexander, c/o 
Alexander Warehouse & Sales Co., 111 
Downer Place, Aurora, Illinois. 


AVERAGE WINDOW 
LESS THAN $10.00 


Quick Sales When 
You Display 
Ask about a FREE Set 
for Your Display 








ALEXANDER 
WAREHOUSE & SALES CO. 


105 W. Adams St., Chicago 3, Illinois 


Matching Door Canopies 
and Decorative Scrolls are |f 
Available 


See Your Jobber or 





NTWOOD . product of 


Write Direct for THE McLEETE co. 
Full Details 307 No. Stone Ave., La Grange Park, III. 
Circle No. 390 on Handy Cover Card 
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“Everyone profits from unitized lumber !” 


Sop tan gpremnan teats 


says Joseph V. Fahey, Wiggin Terminals, Inc., Boston, Mass. 


Wiggin Terminals, Inc., handles and stocks lumber for 
wholesalers and is therefore in the middle of the distribution 
pattern. Mr. Joseph V. Fahey, Superintendent, sees advan- 
tages for everybody when lumber is packaged. He says, 
“The wholesaler, carrier, retailer, and ultimate consumer 
benefit when lumber is packaged in a standard unit. The 
cost of handling and the time necessary for handling pack- 
aged lumber is considerably reduced; inventory and control 
are simplified; and the lumber reaches the ultimate consumer 
in infinitely better condition than when it is handled piece 
by piece. Wiggin Terminals is now working on revisions to 
its present tariff which will reflect reduced rates in all stages 
of the handling operations for a standard package unit.”’ 

In Mr. Fahey’s experience . . . ‘““We have found that 
Round Steel Strapping stands the strains of shipment better 
than flat strapping, reducing breakage by 25% to 30%. 
It leaves the lumber in better condition, and actually costs 
less per linear foot.” 


You Can Save handling time, inventory costs, loss from 
breakage and theft .. . and deliver lumber in better condi- 
tion . . . by unitizing your lumber shipments with USS 
Steel Strapping. 


Technical Advice is available from our staff of strapping 
specialists who will look over your operations and advise 
on the best solution to your packaging problems. Since 
U. S. Steel Supply also handles USS Heavy Duty Flat 
Strapping in addition to Round Steel Strapping you can be 
sure that our recommendations will include the form of 
strapping and the type of strapping tools that best fit your 
procedures. This service is without obligation to you. 


WRITE FOR FREE CATALOG. Just fill in the coupon 
for a free copy of our latest product line catalog, describing 
many of the benefits available from USS Steel Strapping. 

USS is a registered trademark 


A Complete Strapping Service... Strapping—Tools—Technical Assistance 


formerly Gerrard Steel Strapping 


U. S. Steel Supply 
Division of 
United States Steel 


steel service centers‘and complete strapping service coast to coast 
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U. S. Steel Supply Division 
U. S. Steel Corporation 
208 South LaSalle Street, Chicago 4, Ill. 


Please send me a free copy of your new product line catalog. 


Name__ 

Company 

Address 

City State 
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Grained Pastels Tile Line 


The new Vina-Lux grained pastel 
line of tile is available in eight exciting 
colors. It is offered in 1/16”, 3/32” and 
Ye” thicknesses, 9”x9”. Available now 
from building material wholesale distri- 
butors or flooring specialty wholesale 
distributors, the tile line is ideal for 
both consumer,and contractor sales. 

Market daf®«Suggested retail price of 
Vina-Lux Gained Pastels, 1/16” thick, 
is approximately 15¢-17¢ per tile. Usual 
retail markup on cost is 30%-40%. The 
minimum dollar investment for a dealer 
is approximately $200 in order to 
acquire a basic stock from which to 
sell. Dealer sales aids include ad mats, 
catalogs, merchandisers, samples and 
literature. Azrock Products Div., 
Uvalde Rock Asphalt Co., Dept. AL, 
Box 531, San Antonio, Texas. 
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Super Security Padlock 

Called the No. 81 Super Security 
Padlock, a new 5 pin-tumbler padlock 
provides an almost unlimited number 
of key changes for master-keying pur- 
poses. A new security feature makes it 
possible for the inked key change num- 
ber to be erased from the bottom of the 
padlock after it has been recorded. New- 
ly-designed brass keys with a distinctive 
shape are also offered. Two completely 
new keyways have been perfected; one 
in a master-keyed series for large instal- 


lations and the other in a regular series 
for general uses. 

The No. 81 padlock is colorfully 
packaged in an individual box of gold, 
black and white, clearly identified by a 
large “V” on the face, and then packed 
six to a display carton. 

Market data. On special orders, the 
No. 81 padlock is available miaster- 
keyed, submaster-keyed or keyed alike. 
Retail price is $2.25 for regular and 
keyed alike, with additional charges for 
master-keying, extra-length shackles and 
chains. Available from hardware whole- 
salers, it is an item for both consumer 
and contractor sale. Dealer sales aids 
include a mobile display. Master Lock 
Co., Dept. AL, 2600 No. 32nd, Milwau- 
kee 45, Wis. 
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New Truscon Aluminum Windows 

Truscon aluminum single and double- 
hung windows, Series 158, are de- 
scribed by manufacturer’s representa- 
tive John J. Stafford (right) to Mrs. 
Virta, wife of builder Jack R. Virta, 
Quincy Lee Construction, Inc., San 
Antonio, Tex. 


Truscon’s new Series 158 aluminum 
windows are adaptable to every kind of 
construction, says maker. Fins, mul- 
lions and accessories are easily field- 
attached. Extrusions provided in the 
frame permit quick and easy positioning 
of accessories. Features of the new Style 
158 include: etched and lacquered; no 
metal to metal contact; snap-in muntin 
bars; extruded frame full and_half- 
screens. ; : 

Market data. Suggested retail price 
is approximately $25-30: usual retail 
markup on cost is 333%. Truscon’s 
aluminum single and double-hung win- 
dows, Series 158, are available now 
through distributors or direct from the 
manufacturer. Sales aids include litera- 
ture, ad mats, movies and a complete 
dealer sales training program. Truscon 
Division, Republic Steel Corp., Dept. 
AL, Youngstown 1, Ohio. 
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pUSTIC 
woor — 
OES 


PENC” 


WHITE CEDAR 
SCREEN TYPE 


Right — POST AND 
RAIL— Hand Split— 
2, 3, 4 or 5 Chestnut 
Rails. 


Note how 
ends of rails 
are doweled 

for easy 

assembly. 

7 or 8 ft 

sections 
L 





YARDS—Toledo, Ohio 

W. Va.—Webster Springs 
Bayard, Lewisburg 

VA.—Clinchburg, Damas 
We can serve your truck 


— write ror WOOD PRODUCTS CO. 
TOLEDO 12, OHIO 


CATALOG 


By WOOD 
PRODUCTS | 
A PROFITABLE SIDE LINE FOR YOU 
MANY TYPES FOR 
SUBURBAN HOMES 


ESTATES - 
Gates To Match 


WHITE CEDAR - RESIDENTIAL 


PENTA PRESERVATIVE 


We can treat both posts and rails with 
this nationally known preservative. 


CLUBS 





finishes 


Every Need 





Hanging Strips. 
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BUILDERS’ 
HARDWARE 
SPECIALTIES 
DOOR CLOSERS 


with ao 5 year guorantee 


CONTINUOUS (PIANO) HINGES 


Full range of sizes in all metals and 











+), 


DOOR AND CABINET BUTTS 


Cc All sizes, metals and finishes for 


D SCREEN (FOLDING) HINGES 
For %”, %e", 1” 
E BOOKCASE STANDARD 
Pilaster Adjustable Type. Write for circulars. 
SPRING HINGES 
Single and Double Acting for installation with or without 


, 1Y%_” and 1%” wood. 


HALF-SURFACE DOOR BUTTS 
Piain, Ball Bearing and Spring 
H DOOR STOPS AND HOLDERS 

A Type For Every Purpose 


Write for Catalog on Business Stationery 


S. PARKER HARDWARE MFG. CORP. 
Quality Hardware Since 1900 
27 LUDLOW STREET - 


Phone WAlker 5-6300 - NEW YORK 2, N Y 
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Greatest Building Supply News of the Year... 
NEW ATTRACTIVE RIB ROOF ING... for multiple farm and home uses 
NEW CORRUGATED ALCOA 4.-V ROOFING. .... improved V-drain roofing 


Two modern new Alcoa® Aluminum Roofing Sheets, 
and both jammed with new features to increase your 
sales, both offered with a rock-solid 30-year warranty 
against corrosion. 

Alcoa Rib Roofing is the new diamond-embossed sheet 
that’s so handsome homemakers are demanding it for 
patio shades, carports, boathouses, playroom paneling 
and other domestic uses. Designed for the heavy loads 
found in poultry house roofing and other farm building 
construction, Alcoa Rib Roofing has become a multiple- 
purpose product overnight. It’s easy to stock, too: only 
one width, 50% in. for 48-in. coverage, and only one 
pattern. And it’s available in lengths 6 ft to 16 ft. 

Alcoa 4-V Roofing, corrugated and embossed, is get- 
ting a big play from down-to-earth, practical farmers. 
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It has all the advantages of 5-V crimp, plus many addi- 
tional merits of its own. New 4-V roofing comes 26 in. 
wide, .019 in., has siphon drain, won’t “‘oil can,”’ won’t 
“fish mouth.” It’s available in standard 6-ft to 12-ft 
lengths. 

For further details, see your distributor of Alcoa 
Roofing. Or write Aluminum Company of America, 
1955-E Alcoa Building, Pittsburgh 19, Pa., for new Alcoa 
Aluminum Roofing literature. 


: ALCOA 


ALUMINUM 


Your Guide to the Best 
in Aluminum Value 


For Exciting Drama Watch “Alcoa Theatre,” 
Alternate Mondays, NBC-TV, and 
“Alcoa Presents,"’ Every Tuesday, ABC-TV 
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Quality 7O7 Series 
fits %" or 1%" slid- 


ing doors. 


HAR-‘VEY Hardware 
is Guaranteed to be 
Your Best Line 


...and you can prove it to yourself by 
inviting your builder-customer to make a 
test supported by a “double-your- 
money-back” guarantee. Simply have 
him install Har-Vey in a test home, and if 
it is not the smoothest, quietest sliding 
door hardware he has ever used in that 
price range—he gets double his money 
back... on us! Remember... your cus- 
tomers look to you as the hardware au- 
thority and the Har-Vey name is your 
assurance of selling superior quality. 





HAR -VEY “B"’ LINE... 
unexcelled for Slide-A-Fold 
installations 


Write for free detailed folders: 


BULLETIN H-17 .. . covers 
details on "B" line Slide-A- 
Fold Hardware plus 9 other 
Slide-A-Fold arrangements. 


AIA BULLETIN . . . covers 
complete line of sliding door 
hardware, folding door 
hardware, pocket door 
frame and accessories. 


AX. 





World's largest 
manufacturer of 
window screens 


HARDWARE 


©1959 By 
AMERICAN SCREEN PRODUCTS COMPANY 
GENERAL OFFICES: 61 EAST NORTH AVENUE e NORTHLAKE, ILLINOIS 
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new SALES AIDS 








Two Insulite Ceilings Displays 


A new insulite display (top) designed 
to help dealers sell more acoustical 
ceiling tiles is approximately 28” square. 
Four tongue-and-groove tiles easily slip 
into this wall display’s wrought iron 
frame to provide an effective showing 
of how the tiled ceiling will appear in 
the home. An attractive, eye-catching 
top sign identifies the product’s display; 
smaller bottom signs on each of the 
Insulite ceiling tiles are provided to 
identify the tile shown. 

Another merchandising display recent- 
ly prepared by Insulite is a small but 
effective cardboard folder (above) for 
counter, table or window. It features a 
reprint of a consumer ad by Insulite 
opposite an actual sample of the acous- 
tical ceiling tileboard shown in the ad- 
vertisement. 

Other merchandising aids now avail- 
able to dealers from Insulite include 
ad mats, ad reprints, window and wall 
posters. Insulite, Dept. AL, 500 Invest- 
ors Bldg., Minneapolis 2, Minn. 

Circle No. 232 on Handy Cover Card 


West Coast Lumber Posters 


Two 38” x 30” full-color display post- 
ers printed on heavy paper stock and 
designed as traffic stopping eye-catchers 
are announced. One poster carries an 
illustration of a young couple in front 
of their well-landscaped home. The post- 
er advises the reader to “Live Better in 
a Home of Your Own. . . Build Better 
with West Coast Lumber.” The com- 
panion poster shows a young husband 
barbecuing steaks on the family patio. 
Both posters may be obtained without 
charge by writing to West Coast Lum- 
bermen’s Assn., Dept. AL, 1410 S. W. 
Morrison St., Portland 5, Ore. 
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For Details See New 
Inquiry Card on Back Cover 








Penny-Wise Nail Chart 


A colorful new wall chart showing 
penny-wise and _ corresponding nail 
lengths in inches is now available. The 
chart also shows many types of Maze 
nails, threaded and plain shanks, in- 
cluding rust-resistant Stormguard nails 
for roofing, siding and trim, interior 
nails and corrugated roofing nails. 
Dealers may obtain the nail chart by 
writing to W. H. Maze Co., Dept. AL, 
Peru, Ill. 
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Eighteen New Sales Displays 


Eighteen new sales displays feature 
152 tools. They can be grouped together 
to form a single unit measuring approx- 
imately 39” x 96”. Or they may be used 
singly, or in various combinations, to 
meet individual store needs. Items shown 
in displays include hammers, chisels and 
punches, screwdrivers, pliers, adjustable 
wrenches, open end wrenches, box 
wrenches, combination wrenches and 
socket wrenches. The Vichek Tool Co., 
Dept. AL, 3001 E. 87th St., Cleveland 4, 
Ohio. 
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NEW LOW COST 


MOISTURE DETECTOR 


VERSATILE—Tests flooring, Interior mill- 
work, framing lumber, insulation, plaster 
walls, brick, concrete. 


LOW COST—Price $90.00 f.0.b. Boonton, 
wd 


ECONOMICAL—Long battery life, approx. 
2 years, batteries available anywhere, 
cost only $2.65. 


SMALL—easily carried from a neck strap. 


Write for free information. 


DELMHORST "zene 


COMPANY 
660 Cedar Street, Boonton, N. J. 
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EXCHANGE 


MANUFACTURERS 


SOUTHERN and WESTERN WOODS 


Since 1879 


Yoncalla Lumber Co. 
Douglas County, Oregon 


1400 R. A. Long Bidg. 
Kansas City 6, Mo. rwx xc-s0 


SAWMILLS SaLes Co. 


DISTRIBUTORS 


Representing: 
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Special Offers 


Offers a Consumer Premium 


De-Moist, a leading chemical de- 
humidifier for use in basements, closets 
or anywhere dampness occurs, will be 
given sales impetus this summer through 
its first consumer premium promotion. 
A special offer to consumers makes 
available an Early American thermome- 
ter and easel stand, nationally advertised 
at $2, for only $1 plus package coupon. 
There is no dealer handling involved as 
the certified precision instrument ~ with 
antique-gold finish and engraved dial 
is obtained by mailing coupon direct 
to maker. 

A certificate in every De-Moist No. 
1178 Profit Assortment entitles a dealer 
to a free Early American thermometer 
plus easel stand. G. N. Coughlan Co., 
“ye AL, 29 Spring St., West Orange, 
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Free Hol-Dex Label Holders 


The Cel-U-Dex Corp. for a limited 
time is offering free to lumber dealers 
a package of one dozen Hol-Dex label 
holders. The merchandise is ready to re- 
sell for a total of $3.60, retail list price. 
Along with it is a small poster showing 
the sizes and colors of Hol-Dex. The 
transparent, insertable label holder is 
ideal for use on door bells, mailboxes, 
shelves, storage drawers or bins. It holds 
fast just by pressing it into position. 
Hol-Dex is available in %”, 2”, %4”, 
1” and 2” widths. A generous quantity 
of inserts to fit is supplied. The standard 
; length is 6”, which is usually cut by 
: — the user into three 2” long labels or six 
= ~ 1” labels. Special lengths to 36” are 
available. For a free resale’ package of 
Hol-Dex and the display poster, write to 
Cel-U-Dex Corp., Dept., AL, New 
Windsor, Newburgh, N. Y. 
Circle No. 238 on Handy Cover Card 


Begins Tooltime '59 Sale 


Joseph W. Constance (above), adver- 
tising and promotion manager, Millers 
Falls Co., was photographed while help- 
ing Phil Zaneski, assistant manager, 
Street Lumber Co., South Hadley Falls, 
Mass., to get his window set for a fly- 
ing start on the manufacturer’s Tooltime 
*59 promotion. 

Money-saving specials are being of- 
fered on 11 popular Millers Falls tools 
ranging from a $15 Carrying Case and 
Rip Guide free with any one of three 
portable electric saws to a special $3 
price on the volume-selling No. 725 
Nest of Saws. Reduced prices will be 
extended on all shipments of these tools 
during May and June. The promotion 
will be backed by advertising in con- 
sumer and business papers, including a 
schedule in American Lumberman & 
Building Products Merchandiser. 

Complete tie-in material is available 
to dealers at no charge, including big 
20%" x 57” posters, three easel displays, 
a set of 10 price cards, colorful Tool- 
time °59 trim paper, attractive red dis- 
play cloth and a full selection of news- 
paper ad mats. Millers Falls Co., Dept. 
AL, Greenfield, Mass. 

Circle No. 237 on Handy Cover Card 


“HOL-DEX” 


(continued on page 143) 


For Easy Selling — Easy Handling 


OVER 18 MILLION FOLKS Warp’s New ¢ 
DISPENSInns GOVERALL 


SEE THIS AD TWICE A MONTH 4 ofei: 


f Takes only 


rack without mo 
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ving the roll, 


of fi a in, 
IN EVERY ISSUE OF THESE PAPERS + Pensed from material con be dix 


Rural Gravure 
Rural New Yorker 


American Agriculturist Michigan Farmer 
California Farmer Missouri Ruralist 


| 
Seamless Polyethylene. lack 
sea in Clear or un-Resistont ee Dakota Farmer Nebraska Farmer Southern Planter 
pof. Mee’ 


Q= pv 
CoveRALL 
roof, acid: Pom yethylene Sheeting Farm and Ranch New England Hmstd. tan Farmer 
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Money Can Buy Made a 
Originators and Lar 


ive: xe., Chicago 5! mi Estab “ra The Farmer 
roe plastic Sheeting for Farm : Oregon Farmer 
vaitabie —V00 Lin. Fi. Rolls Florida Grower Pennsylvania Farmer Washington Farmer 
Hoard’s Dairyman Poultry Tribune Western Farm Life 
idaho Farmer Prairie Farmer Wis. Agriculturist 
Kansas Farmer Progressive Farmer Farm Quarterly 
Farm Journal 


This timely, consistant advertising pre-sells your customers 
on Warp’s COVERALL and tells them to 
come to your store to get it 


jarp 
jucers of P' 
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, 0 , 
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For light frame construction... 


suggest ENGELMANN SPRUCE 


easy handling speeds construction time and cuts costs 


¥ ee Ne ee! 


~ 
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e o> as 
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ENGELMANN SPRUCE is an ideal lumber 


for wall sheathing, roof decking and subflooring. 


A decorating idea that will sell more lumber . . . Western 
Pine Region woods finished in COLOR. Look for our 
advertising in home improvement and do-it-yourself mag- 
azines. It works for you. For more information write to 
Western Pine Association, Yeon Bidg., Portland 4, Oregon. 


It combines light weight, adequate strength and 
the ability to be nailed easily without splitting. 
Small knots give even the lower grades a good ap- 


pearance. Engelmann Spruce is used for studding, 
joists and other general construction in accordance 


Western Pine Association 


member mills manufacture these woods to high standards 


with its strength properties. 


For interior uses the small, tight knots and 
light color of Engelmann Spruce provide a wood 
for interesting paneling and interior finish. It is 





of grading and measurement... grade stamped lumber is 


available in these species 
Idaho White Pine » Ponderosa Pine « Sugar Pine 


White Fir + incense Cedar + Douglas Fir + Larch 


carefully dried, assuring more accurate sizing and 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


improved woodworking qualities, insuring lower 


maintenance costs Today's Western Pine Tree Farming Guarantees Lumber Tomorrow 
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Platform Truck Announced 


A new platform truck, called the 
Model F-10, is especially adaptable for 
use in lumberyards and warehouses. Its 
short turning radius and extreme maneu- 
verability make it ideal for assem- 
bling orders, delivering stock, unloading 
freight or carrying personnel. 

The F-10 is powered by a 9.2 hp 
air-cooled Wisconsin engine. It has an 
automotive drive shaft and full torque 
shifting constant mesh transmission 
with clutches, gears, differential and 
axles all running in one reservoir of 
oil. It is 40” wide, 84” long and has a 
bed area of 18 square feet. The F-10 is 
rated at 1,000 pounds capacity continu- 
ous use and will climb an 18% in- 
cline fully loaded, maker says. Price is 
$880 with manual start and $996 with 
electrical start, fob factory. The Prime- 
Mover Co., Dept. AL, Muscatine, Iowa. 
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One-Stop Shopping in a Hurry 
—See Card on the Back Cover 





Core-Lock Diamond Drills 

A new line of core drills utilizes 
whole surface-set industrial diamonds 
for wet drilling reinforced concrete, 
masonry, stone and blocks of all types. 
The Core-Lock diamond core drills are 
available in two drill types: Resettable, 
in which case unused or worn dia- 
monds can be reclaimed; and Throw- 
away, an economy version. 

Core-Lock drills are used with cir- 
culating water applied through a swivel. 
Drill diameters start at 44” od and ex- 
tend through 14” od. Special sizes be- 
yond this capacity are available on or- 
der. This range covers all requirements 
from making holes for passage of 4” 
bolts or tubing to such articles as 
plumbing, electrical conduits, large dia- 
meter drainage tile or air conditioning 
units. Although nominal drill length is 
13” overall, longer drills can be supplied 
on order. Felker Mfg. Co., Dept. AL, 
1128 Border Ave., Torrance, Calif. 
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Makes Stud Construction Easier 


A new tool that’s guaranteed to speed 
and simplify the erection of walls and 
partitions is announced by James & Ed- 
wards, Inc. Called Stud-Rite, it is made 
of heavy-gauge steel. It positions the 
upright lumber on the base plate and 
then holds it there securely at the cor- 
rect 90° angle while supporting nails 
are driven into place. 

Another time-saving feature is Stud- 
Rite’s base. When its length is meas- 
ured twice, it accurately puts each stud 
16” on center (the distance specified by 
most building codes) thereby making 
constant use of a ruler unnecessary. 

Stud-Rite retails for about $2.50. 
James & Edwards, Inc., Dept. AL, 2 
Whitney Ave., Floral Park, N. Y. 
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“we're MAKING BIG MONEY Now THAT WE'RE SUGGESTING 
“SCOTCH BRAND MASKING TAPE WITH EVERY PAINT SALE / 





“SCOTCH” and the ploid design ore registered trademarks of 3M Co., St. Poul 6, Minn. 


Minnesota TMiiwine ano ]fanuracrurine company 
. WHERE RESEARCH 1S THE KEY TO TOMORROW 
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Centrally located for vacation fun—near Gulfstream Track, 
Hollywood Dog Track, Jai Alai, churches, smart shops, 
famous restaurants—yet nestled in a quiet, restrained 
atmosphere of its own, with swimming pool which over- 
looks adjoining golf course. 


1, 2 and 3-bedroom apartments, efficiencies; air condition- 
ing, Panel-ray heat; T.V. and lounge; shuffleboard. 


$3 daily per person, double occupancy. Efficiencies slightly 


higher. $1 additional per person, July and August. Write 
for reservations today. WILL MEET TRAIN, PLANE 


DUFEK-PAGANO-PARKER—Owners 


“LU 


; 2734 Johnson St. 


| Hollywood, Fla. 
} WAbash 2-9468 
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99 Ways to Sell at a 
Profit Against Cut- 
Price Competition 


Art Hood says ‘“‘Here’s a 
book | think you should 
have. It gives you suc- 
cessful answers for when 
the buyer says ‘Your 
price is too high.’ In all, 
this book contains 99 
ways to sell at a profit 
cen ah aid against cut-price compe- 

Board, American tition. 

Lumberman Magazine ‘More than 4,000 top 
dealers have paid a total of almost $400,000 to 
get this same kind of information, as part of my 
Lumber Dealer Management Workshops." 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

Te order simply fill in the coupon below and 
send to address indicated. Your order will be 
sent to you by return mail. 

Note: please enclose money order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Please send me _____ copies of ‘'99 Ways to Sell at a 
Profit Against Cut-Price Competition."’ Money to cover 


is enclosed. 


Name 


Company 


Street 


City 
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SPECIAL OFFERS = (begins on page 140) 











Carrying Case with Sabre-Jig 


A two-color metal carry- 
ing case for Cummins Model 
No. 466-11 sabre-jig saw, a 
$49.95 retail value, is avail- 
cial at the regular $44.95 
price of the sabre saw alone. 
This , limited time offer is 
good only until June 25, 
1959. After the expiration 
date, the $5 retail value case 
will go into the Cummins 
line along with the sabre-jig 
saw and will sell as a kit for 
$49.95. 
In pine green and off- 
white, the case has a durable 
snap lock and separate partition tray to hold extra blades and 
equipment. The sabre-jig with its automotive cam drive com- 
bines in one saw all the features of a rip or cross-cut saw, band, 
keyhole, hack, jig and scroll saw, maker states. It has the ca- 
pacity to cut two-inches dressed lumber at 45° and 90° and saws 
metal, too. It fits neatly into the bottom of the case. Cum- 
mins Portable Tool Div., John Oster Mfg. Co., Dept. AL, 5055 
N. Lydell Ave., Milwaukee, Wis. 
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Easiest to Use...... 


Fold out the new inquiry card on the back cover. . . then 
go through the ads and new items. . no turning back re- 
peatedly to find the card. . it’s always before you. 





Liquid Kaw-Wide 


BEHR PROCESS 





———d 


FOR REDWOOD 


the sign of an 


UNIQUE PRODUCT 


A recent survey by an independent 
company revealed that over 

=> 42% of Liquid Raw-Hide 
buyers were “repeat- 

customers.” Recommended 

by friends” accounted for 

26% of dealers’ sales. What better 
endorsement than this tremendous 
vote of confidence. For a line 

of REDWOOD finishes 

that really sell again and again, 
stock the leader, stock Behr- 
Process Liquid Raw-Hide. 

For complete information 

and name of your nearest 

jobber, write or phone: 








1603 TALBERT AVE., SANTA ANA 4, CALIF. 


LINSEED OL Phone: Kimberly 5-7101 


UALR igus Rew 11ice fnisbes Jor REDW'OOD, we 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 
Rates: 
1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 
3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 
AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





Wanted—Manager for lumber yard in_ town 
of 500 in North Central part of Illinois. 
Give age, experience and references. Ad- 
dress Box H-21 American Lumberman, Inc. 





PINE SALESMAN WANTED 

Well established wholesale hardwood firm 
plans to add pine department. Wants man 
experienced in buying and/or selling to work 
trade in Central North Carolina. Liberal 
profit-sharing plan assures bright future for 
right man. Please furnish complete back- 
ground. Replies confidential. Reply to Box 
H-32 American Lumberman, Inc. 





MILLWORK MEN 
Large Chicago Millwork Company offers a 
real future to men familiar with one or more 
of the following Millwork positions. 
BILLER 

DETAILER 

ESTIMATOR 
Liberal benefits including company paid 
Retirement Plan. Write giving complete de- 
tails of past experience. 
Address Box G-36 American Lumberman, 
Inc. 





(See display ad on page 134 this issue 


Alexander Warehouse & Sales Co., 
105 W. Adams St., Chicago 3, Illinois) 





REPRESENTATIVES WANTED 
Leading manufacturer of sectional and one 
piece steel = doors has openings for 
aggressive manufacturers representatives in 
desirable territories. The man or organiza- 
tion we want is now selling to lumber deal- 
ers, garage builders, contractors, and build- 
ing supply houses. This is an unusual op- 
portunity for the right man. Please reply 
giving us the lines you now handle and the 
territory you cover. TAYLOR GARAGE 
— INC., 19800 Fitzgerald, Detroit 28, 

ch 


144 








HELP WANTED 











WANTED 
Man with retail lumber background to esti- 
mate and sell new homes and remodeling. 
Must like people and hard work. Interesting 
future for e right man. Write to Ed 
Mathieu, Mathieu Lumber & Supply Co., 
ee Western Avenue, Blue Island, 
nois 





SITUATIONS WANTED 








EXECUTIVE 

Credit-Office Manager & Accountant with 
million dollar volume ready mix-block-lum- 
ber-building supply yard interested Treas- 
urer-Controller connection or future. Grad- 
uate accountant, proficient corporate profit 
& cost management. Write Box H-34 Amer- 
ican Lumberman, Inc. 





Am seeking responsible position with lumber 
and building material company. Have 11 
years experience in keeping all books and 
records and as salesman. Am 33 years, mar- 
is. Reply Box H-38 American Lumberman, 
ne. 


' BUSINESS FOR SALE 











AREA—Established lumber 
a Pe setedl. 


Een Rare o portunity. 
Temple St., New ven, 





For Sale or Lease 
Old established Lumber Yard in Central 
California. On Highway 63, Cutler, Cali- 
fornia. One gare own. Excellent location. 
7 terms. Byron Cannon, 426 Palm Ave., 
Cutler, California 





For Sale—Retail lumber and hardware busi- 
meee. One yard town in Central Illinois— 

ne concern—pépulation 4100. Priced 
right Husband’s dea reason for selling. 
Write Box H-37 American Lumberman, Inc. 





Desirable business location’ Rent—East- 
ern Long Island, 150’ fron’ éricho Turn- 
pike, 450’ deep. New Office, storage sheds 
approximately 6000 has Ideal for lumber 
or storage yard. $250 onthly. Call Jamaica, 
New York—LaAurelton 7-0500. 





SALES REPRESENTATIVE 
WANTED 





REPRESENTATIVE WANTED 


A leading manufacturer of open web steel 
building frames needs commission salesmen 
in Kentucky, Tennessee, Mississippi, Arkan- 
sas, Oklahoma, Kansas, Missouri, South Da- 
kota, North Dakota, Minnesota and southern 
Illinois. Market unlimited for this improved 
method of clear spanning space. Write Box 
H-35 American Lumberman, Inc. 





SALES REPRESENTATIVE 
AVAILABLE 











Sales Representation Available 
Aggressive Distributor selling Wisconsin 
Lumber Yards successfully for twelve years 
seeks major reputable line as manufacturer’s 
agent. Can furnish warehouse in Milwaukee. 
ae Box H-39 American Lumberman, 
ne. 





Central Ohio commission man of 16 years 
traveling desires accounts on the following: 
Dimension—Douglas Fir—Green and Kiln 
Dried also Kiln Dried Hemlock. Ponderosa 
Pine and Engleman Spruce. Transit Lists and 
Plywood. Address Box H-43 American Lum- 
berman, Inc. 





BUSINESS WANTED 











Experienced manager, outstanding refer- 
ences, proven record. Will purchase yard 
with low down payment, long term financ- 
ing. College graduate medium and large 
yard management. Preferably estate settle- 
ments or retirement situation. Address Box 
G-43 American Lumberman, Inc. 





RAILS WANTED 











RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave., New York 17, Sag Y. 
400 Park Bidg., Pittsburgh 22, 
105 Lake Street, Reno, Sie” 


FOR SALE: Lumber, Daidins emg 
paint and hardware, small town. 
Grossing average $100,000—2 bull 

inventory, going concern. Excellent’ uy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





On fabulous Florida “Gold Coast’, retail 
building material business established 1911; 
owner wishes to retire. Full details to seri- 
ously interested inquirer. Address Box H-40 
American Lumberman, Inc. 





Retail Lumber and Building Materials in 
Iowa. Top location in a steady growth city. 
Annual sales in excess of $500,000. This 
volume spread over well diversified accounts. 
Consistent record of substantial profits. Re- 
cently modernized sales and display room. 
Business in this location for 40 years. Terms 
to responsible parties. Address Box H-41 
American Lumberman, Inc. 





Small yard in south Central Michigan. No 
povenangs yA competition—going business in 
new oil boom town. Buildings and equipment 
$17,000. Good clean inventory $30,000. Will 
adjust. Other business interests. Address 
Box H-42 American Lumberman, Inc. 





THE MOST OUTSTANDING YARD in the 
Southwest is for sale due to owner's re- 
tirement account of age. City ye 350,000. 
Established yo _— sales approxi- 
mately $1,000 © bonus. Inventory at 
market. Sell ry ‘lease e uipment and im- 
provements to res ible purchaser. Ex- 
ceptional aw _¢ Negotiations confi- 
dential. ox -26 American 
Lumberman, Inc. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE a gee | SPECIALTY CO. 


119 North Fourth Street 
yp Bm 1, Minn. 





Large 3” Plastic Reflectors. Ideal for Yard 
Protection. Will not rust. Available 2 for 
$1.00 postpaid. Dealer inquiries invited. Ad- 
dress Box G-49 American Lumberman, Inc. 


FOR SALE: 75,000 sq. ft. 1/16” Plastic Lam- 
inates, Formica, Railite, Pronite, Textolite, 
15¢ sq. ft. Contact David Sesser, 124 Ferry 
St., Malden 48, Mass. Tel. Davenport 4-3137 
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“Have You Overlooked This”’ 


The following manufacturers were carried 
in the April 27 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Allied Chemical Corp., Barrett Div. ....149 
Manufacturer offers Complete line of 
fibreboard products. 


Aluminum Co. of America 
Find out why care-free aluminum-clad 
insulation converts lookers into bubers. 
Use handy coupon on back cover 


Archer-Daniels-Midland 136 
Booklet ‘“Pol-mer-ik Painting Pointers” 
sent without charge to dealers. 


Arrow Fastener Co., Inc. ..............-. 152 
Information on a all new, versatile Arrow 
HT-50M hammer tacker available. 


Bennett Mfg. Co., Richard C. ¢ 

Prices and literature offered on Bennett 

2-Way Saw for cutting panel boards to 
size. 


Bestwall Gypsum Co. 1 

Offers line of gypsum building products 

with glass fiber reinforcement at no 
extra cost. 


Black & Decker Mfg. Co., The 
Will send complete Eiaveture on Bisck’ a 
Decker Router-Plane. 


— Products Corp. 13 
ffers a single source for all aluminum 
doors and windows. 


Continental Steel Corp. 
Information available on welded wire re- 
inforcing fabric wherever concrete is 
poured. 


Dennix Products Co. 15 
Free catalog on round and square tapered 
legs offered 


Dosch Seiiadinauiten Co. 161 
Offers new hinge mortiser that mortises 
in one minute flat. 


Georgia-Pacific 14 
Manufacturer offers free sample of plastic 
faced plywood to dealers. 


Gering Products, Inc. 
Complete information on polyethylene 
film and Miracle Tape available free. 


Gilbert & Bennett Mfg. Co. ............ 145 
Learn how to get free mats and posters 
to help sell welded wire fence. 


Independent Lock Co. 1 
Special introductory on unique type of 
chain door fastener. 


Inland Steel Products Co. 
Complete line of rain carrying accessories 
offered. 


Insulite Div. 
Minnesota & Ontario Paper Co. ...... 115 
For complete facts on Insulite Primed Sid- 
ing use the handy coupon on cover. 


Johns-Manville 
a’ story on fiber glass home 
insulation free from manufacturer. 


Kellogg & Sons, Inc., Spencer 


Knape & Vogt Mfg. Co. 128 
Get the aupiete” story on shelf hardware. 
Louver Manufacturing Co. 1 
Illustrated catalog on ventilating louvers 
offered free. 


Mastro Plastics Corp. 144 
Plastic acoustical tile manufacturer offers 
full details to dealers. 
<< —~ Display Fixture Co. 
Full information on Multiplex Door Dis- 
playor offered. 
National Mfg. Co. 157 
Company offers free catalog on builders 
hardware. 
Nevamar Carefree Kitchens Div. of 
National Store tures Co. 
Dealer franchises still available. Use cover 
for more information. 
Regal Window Products Co. 
ffers full details on metal doors, 
jalousies and awnings. 
Roddis Plywood Corp. .................. 140 
Use cover card for’ free sample of 
“Timblend” and illustrated brochure. 
Sterling Corp., John 
ae offers all new Micro-Cam 
anos f for sliding doors. Literature 
aa 
Timber Engineerin Co. 
Design data on joist hanger offered. 
U. S. Plywood Corp 120 
Company announces 4 products all with 
full 40% discount. 
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INDEX 





Abitibi Corporation 
Alexander arehouse & Sales Co. 

Allied Chemical Corp. 

Plastics & Coal Chemicals Div. 
Aluminum Co. of America 
American Screen Products Co. 
American-Standard, 

Youngstown Kitchens Div. 
American Steel & Wire, 

Div. of U. S. Steel 
American Mw & Telegraph Co. 
Amerock Corporation 
Armstrong Cork Co. 


120-121 


Barclay Mfg. Co., Inc. 
. 120-121 


Barclite Corp. of America 
Behr-Manning Co., 
Div. of Norton Co. 
Bennett Mfg. Co., Richard C. 
Berry Door Corp. 
Bostitch 
Bradley-Southern Div., 
Potlatch Forests, Inc. 
Bruce Co., E. L. 
Bunyan Lbr. Co., Paul 


Cheney Lbr. Co., 

Clarke Floor Machine Co. .... 
Columbia-Geneva Steel Div. .. 
Crestline Co., The .. 

Cupples Products Corp. 

Curtis Companies Inc. 


Delmhorst Instrument Co. 
Deniston Co., The 
Dexter Lock Division 
Dexter Industries, 
Dodge Corp., F. W. 
Durham Co., Donald 


Erickson Power Lift Trucks, Inc 
Exchange Sawmills Sales Co. 


Firestone Tire & Rubber Co., 
Ford Div. of Ford Motor Co. 


Georgia-Pacific 
Goodman Lbr. ‘ 
Grainger, Inc. W. 


Hager & Sons Hinge Mfg. Co., C. .... 
Home Maintenance & Improvement 


Inland Steel Products Co. 


Kaiser Aluminum & Chemical 
Sales, Inc. 
Kellogg and Sons, Inc., Spencer 
Keystone Steel & Wire Co. ............36- 37 


Leigh Building Products, 

Div. of Air Control Products, Inc 
Linseed Oil Products Corp. 
Lockwood Hardware Mfg. Co. 
Long-Bell Division, 

International Paper Co. ... 
Lufkin Rule Co., The .... 


Mack Trucks, Inc. 
Macklanburg-Duncan Co. 
Marlite Div. of Masonite Corp. 
Mastro Plastics Corp. ... 
Mauk Lbr. Co., The C. A. 
Mauk Seattle Lobr. 

Maze Co., H. 
McCloskey Varnish Co. 
McLeete Co., T 


Millers Falls Co. 

Minerva Aluminum Co. 

Minnesota Mining and Mfg. Co. 
Molly Corporation 

Monarch Marking System Co., The . 


National Cash Register Co., 1 
National Hardware Corp. 
National Starch Products, Inc. 
Nova Sales Co., 

Sub. of Homasote Co. . 
Nu-Trend Aluminum Products ‘Corp 


Orangeburg Mfg. Co., Ine. 


Parker Hardware Mfg. Corp., 

Perma-Side Co. 

Pickering Lbr. 

Pittsburgh Plate Glass Co... 

Plastics & Coal Chemicals Div., 
Allied Chemical C moval 

Preway, Inc. 


Ramset Fastening System, 

Div. of Olin Mathieson Corp 
Red Cedar Shingle Bureau ; 
Republic Steel Corp., 

ruscon Div. .. 
Richards- Wilcox Mfg. 
Roddis Plywood Corp. ..... 
R-O-W Sales Co. a” 
Rubberset Co., The 
Ruberoid Co., The 


Samuel Stamping and canner Ce. cee 
0. 


Sargent 

Sensenich Corporation 
Simpson Logging Co. 
Simpson Redwood Co. 

Skil Corporation 
Southern Screw Co. 
Swingline, Inc 

Symons Clamp & Mfg Co. 


Tamms Industries Co. ‘ 
Tennessee Coal & Iron Div. 
Tennessee Stove Works 
Trade Winds Motel ... 
Trinity White Cement 


Union Fork & Hoe Co., The 
Union Lbr. Co. Subees 
United Plastic Products Co. 
U. S. Plywood Corp. 
U. S. Steel Corp .. 
U. S. Steel Export Co. 
U. S. Steel Supply, 
Div. of U. S. Steel 
Universal Atlas Cement, 
Div. of U. S. Steel 


Waddell Manufacturing Co 
Warp preters 
Wells Lbr. Co., ; 
Welsh Plywood < ee 
Western Pine Assn. 
Weyerhaeuser Sales Co 
Lane tar, = Michigan Group 
Wood Conversion Co. 
Wood Products Co. .. 
Wrought Washer Mfg. Co 


Yale & Towne Mfg. Co., The 
Youngstown Kitchens Div., 
American-Standard 


Zonolite Company 


USE THE HANDY COVER CARD 
SEE INSIDE BACK 
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DEALER-CONTRACTOR TEAMWORK FOR MUTUAL PROFIT 


(A continuing series) 
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“If those reluctant siamese twins—the lumber dealer and the local contractor—could learn to pull together as a creative 


marketing team, the whole industry would benefit.” 


Consumers Want One-Stop Selling 


People must have shelter. 

But this doesn’t mean beautiful, roomy, well-equipped, 
modern homes. 

Anything beyond ordinary shelter will always require 
creative, imaginative and dynamic merchandising on the 
part of the merchantable construction industry. 

Such creative selling in the construction industry is 
presently limited to four important, but inadequate, areas 
of promotion. 

* Consumer magazines do a marvelous consumer-interest- 
creating job. No industry in our country is blessed with 
so much free promotion as the construction industry with 
its 51 important markets. 

+ Larger manufacturers, too, invest important money in 
creating consumer desire and demand for special types of 
packages in the construction markets. However, no building 
material manufacturer produces more than 18% of the 
materials cost of a completed home; consequently, he 
can’t justify the promotion of complete building packages. 

The follow-through on these two worthy efforts is 
seriously inadequate. 

* Contractors in limited numbers do have sales offices, 
advertising budgets and creative selling organizations, 
which promote sales of construction. 

But the typical contractor by nature and by economic 
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environment rarely has the background, training, equip- 
ment, money or even information to do a creative mer- 
chandising job. 

* Retail lumber dealers make up a fourth group in which 
there is a growing proof that extensive creative selling may 
ultimately come to construction. 

There are about 30,000 dealers in the United States and 
approximately 3,300 in Canada. Of these, 50% do 91% 
of the volume. These 16,500 dealers have sales upward 
from $100,000 annually and between 5,000 and 6,000 of 
them have modern stores, display rooms, a home planning 
and improvement center and a consumer advertising budget 
exceeding 112% of sales. 

The above four groups do what creative selling is being 
done in the Merchantable Construction Industry. 

Aside from the creative sales work of the tract builders, 
who number less than 3% of all builders, and the mer- 
chandising efforts of the home improvement companies 
and applicating contractors who number less than 2% of 
the contractors, (these two are almost exclusively confined 
to the metropolitan areas), the bulk of merchantable con- 
struction is developed on an order-taking basis by custom 
contractors, who do no advertising and have no sales and 
display rooms. 
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Ridiculous claims are made for amount of construction 
by builders with sales offices. As a matter of fact, out of 
each million homes built in the country, these builders 
account for around 260,000 homes, or 26%; this 26% 
of new home building construction is less than 15% of 
the total construction in the 51 merchantable construction 
markets. 

There are tens of thousands of towns and small cities 
in the United States and Canada where contractors have 
no sales offices and they must work out of their own 
homes. Less than 4% of the 112,000 building contractors 
in the United States and Canada have sales offices. Their 
advertising is limited to telephone directories. 

Fully 85% of merchantable construction (with the ex- 
ception of the promotional work of the lumber and build- 
ing products dealers) is developed largely on an order- 
taking basis by custom contractors. It is true that among 
the custom contractors (that is 96% of all contractors) 
there is intensive competition in the price sense, but there 
is little or no competition within the meaning of creative 
selling. 

Because of this limited amount of creative selling, 
needed consumer work to the extent of an accumulating 
five or six billion dollars each year remains undone. As | 
commented previously, present home improvement alone 
could be doubled. 

This is what the consumer wants from the merchantable 
construction industry: 

1. People demand from the construction industry an 
adequate supply of new houses, farm buildings and struc- 
tural improvement packages of good quality, at prices 
families can afford to pay and backed with the same 
industrial responsibility for sales and service they receive 
from other industries. 

2. They want a home planning and improvement sales 
headquarters in their local community, with materials, 
parts, supplies, displays, models and pictures, where they 
can shop, husband and wife together, and buy a new or 
better house. 

3. They want to be served by one salesman who will 
handle everything for them; they want the sale to embody 
every reasonable service that they would be given with a 
multi-thousand dollar purchase from any other industry. 

4. They want accurate information, sound advice and 
coverage of all their housing needs. They want to be fitted 
into a construction project of the right size for the family 
and the family pocketbook. They want good design, quality 
material, sound construction, pre-processed financing and 
a pre-determined price that will stay put. 

The above list of consumer needs points up the under- 
lying economic pressure for a one-stop merchantable con- 
struction sales and service center. 

Obviously, the custom contractor who has no creative 
selling background can never fill this specification. So there 
are only two answers: 

1, Expand the number of creative contractor sales 
organizations and equip them with stores, displays, adver- 
tising budgets, trained retail salesmen, etc., 

2. Expand the number of dealers, who will establish 
construction sales headquarters and home planning im- 
provement centers. It will be noted that these two alter- 
natives are almost identical. 

Because able custom contractors are vitally needed to 
do the building and supervision necessary on the merchan- 
table construction packages creatively sold—and because 
custom contractors can earn more money doing what they 
are trained to do—there is really only one economic answer: 
viz, to expand the number of retail lumber and building 
products merchants, who will organize for the creative 
merchandising of construction packages. 

If those reluctant siamese twins—the lumber dealer and 
the local custom contractor—could learn how to pull 
together as a creative marketing team, the whole industry 
would benefit; contractor volume would grow; manufac- 
turers’ production would increase; industry would get a 
bigger share of the consumer’s dollar; both dealers and 
contractors would make more money; the whole tone of 
industry marketing efficiency would be stepped up and the 
consumer would get better value for his building dollar. 





55 Key Markets 


NEW HOME MARKET 


. Single family homes 

. Prefab housing 

. Resort and recreational housing 
. Conversion to multiple units 

. Apartments & hotels 

. Duplexes 


IMPROVEMENT MARKET 


7. General remodeling 
8. Repairs, replacements & maintenance 
9. Additions and expansions 

10. Awnings, canopies & entrances 

11. Waterproofing 

12. Gutters & downspouts 


SPECIALTY MARKETS 


3. Kitchens 

. Roofing & siding 

. Insulation 

. Outdoor living & garden supplies 
. Attic & basement conversion recreation family rooms 
. Combination windows & doors 

. Exterior painting 

. Interior decorating & wall paper 

. Hardwood paneling 

. Floors & floor covering 

. Wall treatment & perforated boards 
. Acoustical treatments 

. Ceiling 

. Built-ins, storage walls & cabinets 

. Air conditioning 

. Porches and patios 

. Fences and gates 

. Heating equipment 

. Plumbing equipment 

. Electrical equipment and fixtures 
. Termite prevention 


FARM MARKET 


34. Barns and housing for live stock 

35. Storage building & housing for produce 
36. Sheds and housing for machines 

37. Prefabricated buildings, metal & wood 
38. Yard fabricated units 

39. Wire fencing & posts 


SPECIALTY BUILDINGS 


40. Garages, breezeways & car ports 
41. Motels 

42. Greenhouses 

43. Service buildings 


MISCELLANEOUS MARKETS 


. Impulse merchandise 

. Hobby markets & home workshops 
. Do-it-yourself markets 

. Hardware & home equipment 

. Appliances 

. Tools & tool rentals 

. Commercial & industrial uses 

. Boats & marine uses 


FOUR AUTOGENETIC MARKETS 

(Non-creative sales) 

52. Commercial, industriaT! & institutional new construction 
53. Government construction 

54. Road building 

55. Commercial, industrial & institutional building improve- 
ments 


¢ Merchantable Construction identifies as a separate group 
those types of building construction which can be mer- 
chandised, creatively sold. It embraces home building, farm 
building and hundreds of structural improvement “packages,” 
such as garages, patios, recreation rooms, additional units, 
repair and remodeling, which lend themselves to advertising 
sales promotion and creative selling. Merchantable Construc- 
tion represents about 50% of all construction volume, the 
balance being autogenetic construction. 

* Autogenetic Construction identifies as a group those types 
of construction projects such as roads, bridges, factories, 
commercial building, government construction, in which 
selling techniques are not a factor in generating the job. 
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A pinch of salt is greatly improved by dropping it in a glass 
of beer. 
* + + 


Once upon a time there was a married woman who was a 
wee bit jealous of her husband’s attentions to the maid. One 
evening the wife gave the maid an unexpected evening off, 
dressed herself in the maid’s uniform and sat herself in the 
maid’s room to await developments. 

Not long after, the door opened on the dark room, a pair of 
arms enfolded her and she was thrilled with the fervor of en- 
dearments that were whispered in her ear. The lady was also 
slightly annoyed because never had she been treated in this 
passionate manner before. 

So, deciding it was the moment to catch her husband in the 
act, she flicked on the lights and said, “You didn’t expect it to 
be me, did you? 

“No,” said the butler, “I didn’t.” 

And now the maid has more nights off than ever. 

* ok + 


Lumber products? Very particular lumber products! Just 
name the item, specify the brand, state the dimensions, indicate 
the quantity, place the order, receive delivery. 

It’s oh, so easy—you're dealing with MAUK. 

+ 


* * 


Simple Celia’s current boy friend is so rich he takes her to 
drive-in movies—in a t 
* * * 


Kangaroo complaining to psychiatrist, “I don’t know what’s 
the matter with me. I just don’t feel jumpy anymore.” 
He * * 


Seen these quick draw clubs around town? Well, got a friend 
who joined one and got so fast that when he stood in front of a 


mirror he could beat himself to the draw! 
+ * * 


Said the big shot executive in Los Angeles to his shapely 
secretary, “Ah, doll, will you ever forget that glorious week 
end we spent together in Las Vegas?” 

Replied she, “Possibly. What am I offered?” 

* 


* * 


Do You Know What Dep'’t.: 

Do you know what failure is? The path of least persistence. 

Do you know what triumph is? A word properly accented on 
the first syllable. 

Do you know what success is? The selection of MAUK as your 


source of lumber supplies. 
* * * 


MAUK Seattle Lumber Co. 
Seattle, Washington 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 


Circle No. 404 on Handy Cover Card 


New Literature 


Time-Saving Card—See Back Cover 





A new edition of the “Wood Kitchen Handbook”, a pocket- 
size, 32-page booklet, is available. It is filled with helpful 
kitchen ideas and illustrations for homemakers planning to 
build or modernize their homes. A copy may be obtained 
without charge by writing the National Institute of Wood 
Kitchen Cabinets, Dept. AL, 75 E. Wacker Drive, Chicago 
1, Til. 

Circle No. 242 on Handy Cover Card 


“How to Stretch Your Paint Dollar” is the title of the 20th 
booklet in a series produced by The Bureau of National 
Affairs in conjunction with the Cleveland Better Business 
Bureau to expose sucker ads and gyp artists. It is specifically 
planned to steer the homeowner away from the clutches of 
the paint pirate. BNA, Inc., Dept. AL, 1231 24th St., Wash- 
ington 7, D. C. 

Circle No. 243 on Handy Cover Card 


Asphalt Tile Color News. The 1959 edition of the “Asphalt 
Tile Color Classification Chart” is now available. It lists the 
latest marbleized, terrazzo and cork patterns for Armstrong, 
Azrock, Bonafide, Congoleum, Goodrich, Johns-Manville, 
Kentile, Matico and Tile-Tex asphalt tile. It also shows the 
various tiles that give the same general color tone or effect. 
A single copy may be obtained by writing to Asphalt & Vinyl 
Asbestos Tile Institute, Dept. AL, 101 Park Ave., New York 
7,06 's< 


Circle No. 244 on Handy Cover Card 


A new AIA file describes in detail the nine types of Olympic 
Stain for every wood for every purpose. Olympic Stain is 
manufactured in a variety of sparkling colors to enhance the 
beauty of wood and assure long color life plus wood preser- 
vation. The new brochure as well as actual color samples 
may be obtained by writing to Olympic Stained Products Co., 
Dept. AL, 1118 Leary Way, Seattle 7, Wash. 

Circle No. 245 on Handy Cover Card 


Foamglas insulation is fully described in a 20-page catalog 
just published. It contains descriptive information on the uses 
of the cellular glass insulation on roofs, parking decks, core 
walls, wall linings, curtain walls, perimeters and ceilings. In it 
are drawings and specifications for typical applications. A copy 
of the catalog may be obtained by requesting Booklet No. 
FB-105. Pittsburgh Corning Corp., Dept. AL, One Gateway 
Center, Pittsburgh 22, Penna. 

Circle No. 246 on Handy Cover Card 


Plastic Pipe and Fittings. A new catalog covering products 
and applications, prices, advertising and promotion and tech- 
nical data for Cresline Plastic Pipe and Fittings is announced. 
It is designed to offer the dealer and jobber a compact source 
of information on all Cresline pipes. New bulletins and litera- 
ture may be inserted as they become available. For a free copy 
of catalog and bulletins, write to Crescent Plastics, Dept. 
AL-N, 955 Diamond Ave., Evansville 7, Ind. 

Circle No. 247 on Handy Cover Card 














Sell PLATED WASHERS 


in Complete b23% 
instead of ‘Piece-Meal” eS oa 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 


handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” bolt size. 

ORDER FROM YOUR JOBBER. 


WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET . MILWAUKEE 7, WISCONSIN | 


Circle No. 405 on Handy Cover Card 
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Photo Courtesy of Evenrude Motors 


“That's right, the whole vacation came right out of profits from 
my Clarke floor machine rental department. I actually made an 
extra $4,000 last year in rental fees and profits from impulse 
sales and related do-it-yourself floor finishing items. And did it 
with just one set of Clarke rental machines.” 


You can earn an extra $4,000 a year just as easily. By setting 
up a Clarke rental department, you establish your store as 
rental headquarters for do-it-yourself floor finishing machines. 
Traffic jumps as you promote your department with the many 
merchandising aids Clarke gives you. Rental fees quickly help 
pay off your investment. And sales of related items — sandpaper, 
sealer, wax, varnish — plus sales of impulse items to rental cus- 
tomers soon build your extra profits to the four-figure mark. 
And it all comes in directly from your Clarke Rental depart- 
ment. 

If you're interested in a nice, long vacation, a new boat, car 
or anything an extra $4,000 can buy, let us tell you exactly how 
you can get it. Write for details. 


A complete Clarke Rental Depart- 
ment includes floor sander, edger, 
polisher, rug shampoo machine, 
wet-dry vacuum cleaner and hand 
sanders. Floor finish and shampoo. 


Authorized Sales Representatives and Service Branches in Principol Cities 


anele):. MAC al NE COMPANY In Canada: Clarke Floor Machine Company (Canada), Ltd., 21 Advance Rd., Torente 18, Ontario 


Cire'e No. 405 on Handy Cover Card 
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The sales and shipping departments at POTLATCH work 


as a team to assure prompt, efficient service to all. Every order 
receives the same careful attention by our large staff of 
experienced sales and shipping personnel. When it’s 


dependable service you’re looking for—Buy POTLATCH! 


Look to Potlatch (P™ for Coeyihiig in Lumber 


BRADLEY -SOUTHERN DIVISION 


POTLATCH FORESTS, INC. 


WARREN .,AREANSAS 








Home of Famous Bradley Straight-Line Oak Flooring--None Finer! 


Circle No. 407 on Handy Cover Card 














